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Rough Proofs Stop Defending 


Capitol Motors, Indianapolis, ad- 
vertises that it is the oldest automo- | 
pile dealer in the United States. 
Wonder if they ever heard of Prince 
Wells, of Louisville? 


a 
If Capitol Motors really is the 
oldest car dealer in the country, 


maybe the 
Jack 
finally be solved. 


mystery of who sold 


> ee 
“Fear Cigaret Buyers’ Strike in 


Tax Boost.’—Item in ADVERTISING 
Act. Perhaps you'll see the gals 


Benny that Maxwell will | 


| 


‘all advertising must be 


striving to be glamorous while | 


smoking a corn-cob pipe. 
. eo F 


Those newspaper studies of the 
Advertising Research Foundation 
indicate that women are better 
readers of cigaret advertising than 
men. Of course, they may only be 
admiring the models’ costumes. 


, vv ¥ 


Sales executives fear we are a 
nation of economic illiterates. 
Whether you are or not depends on 
which economist is worrying about 
the state of your education. 


7 Y F 


Economists are like all other ex- 
pert witnesses. You can always 
find one who will marshal evidence 
to support any point of view, no 
matter how cock-eyed. 


7, Ff F 


“Here’s news worth 
man who shaves.” 

Leaving the others muttering an- 
grily into their beards? 


$4 to any 


*, = 


Standard Oil of Pennsylvania has 
found a big demand for glass banks. 
Maybe Ben Franklin’s state is a 
g00d place to renew interest in 


those forgotten ideas of thrift. 
yv,rye 
Hardware Age has three sales 


representatives who have been sell- 
Ing space for nearly thirty years. 
Looks as if its space peddlers don’t 
get the usual hard wear. 
a 

Advertisers are using a lot of 
animals to carry their sales dialog. 
At least they are very unlikely to 
Sue on the ground they were mis- 
qu té d 


a | 

Davey O’Brien has asked Pabst 
for 550,000 damages for printing his 
Picture in a calendar. If he had 
consulted it he would have been re- 
mir i that a_ football player's 
ni and fame need all the help 
the an get. 

yy 

Herman Politz advertised, “God 
Bi America,” in the Los Angeles 
T Now he might add another 
ple if copy, “The Lord helps those 
Ww! elp themselves.” 

a a 

. ers using the RCA illumin- 
aa gn and turntable to display 
uh test in receiving sets will re- 
a customers that one good turn 
f 


es another. 
Copy Cus. 


| cover 


Bad Advertising, 
Coutant Advises 


Says Good Advertising | 


Won't Be Hurt by Con- 


sumer Movement 


New York, June 1é vertising 
executives who seem to think that 
defended 
lest the good perish with the bad 
should make a closer and more 
sympathetic study of the consumer 
movement, Frank R. Coutant, direc- 
tor of marketing, Pedlar & Ryan, 
declared here last night. 

He pointed out that the consumer 
movement will only prove that ad- 
vertising results in better wares at 
lower prices, and that he can “see 
no reason why good advertising 
should wish to protect its scamps.” 
He added that consumer groups and 
government bureaus should clearly 
state “that the hunt is for the 
rogues only and that advertising as 
an institution is in no danger of 
being hurt by misguided crusaders.” 


Mr. Coutant spoke at a forum 
meeting sponsored by Pace _ Insti- 
tute. The other speaker was I. A. 


Hirschmann, vice-president, Bloom- 
ingdale Bros., Inc. Mr. Hirschmann 
discussed research conducted to un- 
facts about the community 


within 30 minutes’ traveling time of | 


the store. Tisis market 
been dubbed “‘Bloomingdalia.” 


“Positively Not Crack Pots” 


Mr. Coutant pointed out that sur- 
veys conducted by Dr. George Gal- 


/lup and others reveal that those 
most influenced by the consumer 
education movement are members 


of groups which normally 
influence opinion, 


lead or 
such as teachers 


~ 


and many people of higher income 
and intelligence levels, especially 
younger ones. 


Declaring that these people are 
“positively not” the crackpots or 
radicals that some consider them to 
be, he said that instead “they are 
the very people whom advertising 
leaders have always claimed they 
were influencing most. Somewhere 
there has been a miss.” 


area has | 


He added that it is already clear | 


that “advertising must change its 
sights. The target is plain enough, 
and the intentions of advertising 
marksmen are above reproach—but 
some of the shooting is simply ter- 
rible.”’ 

Mr. Coutant asserted that he was 
a “bit startled” to learn recently 
that what he had considered at first 
to be “a marriage between organ- 
ized consumers and the retailer,” 
the National Consumer - Retailer 
Council, is “only a courtship.” He 
quoted its statement of purpose to 
show that it is “just a national 
forum, or place to talk rather than 
to act.” 


Give Brands Little Support 


The manufacturer, and the 
tors of his advertising, are “left out 
in the cold” by the National Con- 

(Continued on Page 30) 
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ADVERTISING DISCUSSES PUBLIC ISSUE 


STOP HITLER NOW! 


——— 
W AMERICANS have naturally wished to keep out of this wa diferent ¢ tat * may be, raclally, they all agree on one 
—to uke oo steps which might kad usin But — fom. wc t Demmanacy sumst be wiped from the face f the carte 
We now know that every step the French and Brisish fall back The work! will he pl a perm t Oo 
beings war and workd revolution closer to US—our country, our i country will ha s upon arm 4 
stitunons, our homes, our hopes for peace ec We shall hae wh 


Hitler is striking with all the terrible force at his command Ha = other sum in I t primitive self-defense We shall exist only 


f 

is a desperate gambie, and the stakes are nothing ews than domination er martial aw —or the law of the jungle Our economac seructure 

of the whole human race will have eo he ad ging “ 
If Hickr w » Europe—if the strength of the British and = Ws g “ M casy QUng a 

French mics and navies forever broken — the United Seates will 

find ! a turburic work! a world ruled by Nans, witt . the penple. by the p whe p u 

“spher flueme” assigned to thew totalitarian gllics Howe will be ¢ sanded al 


Is this “ Alarmiom” ? 


WE CAN HELP —iF WE WILL ACT NOW 


— s.r 


COMMITTEE TO DEFEND AMERICA BY AIDING THE ALLIES 


(ommend of cep oreetene ol te 


National Chairman —WULLIAM ALLEN WHITE, Faditer 
NEW YORK OFFICE, 8 WEST 407" 


The Emporia (Kansas) Gasette 
STREET 


IN A DICTATORSHIP, THE GOVERNMENT TELLS THE PEOPLE WHAT TO DO. BUT—THIS 1S A DEMNCRACY 
EKERCISE YOUR RIGHT AS A FREE CITIZEN 


fit 


Full-page advertisement of William Allen White's “Committee to Defend America 
by Aiding the Allies" which created much comment following its appearance in 


Ford Bats for 


Chaplin as ‘Life’ 
Completes Issue 


j}unknown to us.” A 


Comedian's Injunction 
Causes Havoc in Maga- 
zine's Schedule 


New York, June 13.—Time, Inc., 
and four of its executives were sued 
for $1,000,000 here yesterday by 
film comedian Charlie Chaplin over 
publication in the June 17 Life of a 
picture showing the actor in cos- 
tume for his forthcoming picture, 
“The Dictator.” 

Attorneys for 
obtained a 


the comedian also 
temporary injunction, 
signed by Judge John C. Knox in 
United States district court, re- 
straining Life from publishing the 
full-page picture. At the time the 
order was issued, 1,600,000 copies 
of the magazine had already been 
printed and started on their way to 
subscribers and newsdealers. 

The 1,200,000 copies remaining to 
be printed when Judge Knox acted 
have been changed, and a news shot 
of Henry Ford substituted for the 
Chaplin picture. According to at- 
torneys for the magazine, the in- 
junction does not affect the 1,600,- 
000 copies previously printed. 

According to Life, the picture was 
purchased last week from “a person 
letter dated 
June 6 and signed by Paul Peters, 


|} associate editor, advised the Chap- 


| with the Committee. A few news- 


six major cities last week. It was written by Robert Sherwood, noted playwright. 
| papers printed the insertion with- 
out charge, and others, particularly 


Hope to Extend 
° 8 in smaller cities, are expected to do 
Publication of so. Local groups have been asked 


to get the message in print either 

| by collecting money locally or by 

’ ° ’ | inducing publishers to carry it free. 
fop if er OW The Committee was born May 17 
when William Allen White, famed 
| Kansan and editor of the Emporia 


Kansas Editor’ S Group Gazette, sent telegrams to about 100 


Pleads Cause in Adver-. 


influential friends stating his views 


a. on this country’s position in the 
tising | world struggle. Mr. White is na- 
| tional chairman of the group. 
New York, June 12.—Playwright . . 
Robert E. Sherwood turned copy- Comtetbuttens Sought 
writer here this week and produced Sherwood’s “Stop Hitler” copy, 


the full-page newspaper copy which 


placed through Donahue & Coe, ap- 
appeared under the headline “Stop 


peared Monday in seven New York 


Hitler Now!” in 18 papers in six dailies, and yesterday in two papers 
major cities. Sponsor of the adver- | each in Chicago, Des Moines, Dallas, 
tising was the Committee to De-/| Portland, Ore., and Los Angeles. 
fend America by Aiding the Allies. Future advertising by the group, 

The same copy will also appeal ADVERTISING AGE was told, depends 
jin the near future in numerous) UPON contributions received. Mr. 
other papers throughout the coun- | Sherwood personally underwrote his 


try, it is expected, for it has been 
sent to 125 groups affiliated 


copy. 


local (Continued on Page 29) 


Last Minute News Flashes 


Vanity Fair Silk to Abbott Kimball 


Reading, Pa., June 14.—Vanity Fair Silk Mills has placed its adver- 
tising account with Abbott Kimball Company, New York, effective July 
1. A campaign in women’s magazines for Vanity Fair underwear will 
begin in August, with hosiery promotion plans to be developed later. 


Redford in Charge of Silex Promotion 

Hartford, Conn., June 14.—P. S. Redford has been appointed sales 
promotion manager of Silex Company, following the resignation of Gil- 
bert Schade. Mr. Redford also continues in charge of the 
premium department. 


All ‘41 Philco Models Convertible to FM 

Chicago, June 14.—All 1941 Philco radios and radio-phonograph 
combinations will be built so that they can be adapted to frequency 
modulation broadcasting through addition of a Philco FM converter, the 
company’s sales convention was told. They will 
handle television when used with a special picture 


company’s 


also be 
receiver. 


equipped to 


lin studio that the picture had been 
purchased and was to be used. The 
complaint charges Life knew the 
picture had been “bootlegged.” 


Claim Profits Jeopardized 


Attorneys for the 
charged in the 


actor 
thet 


film 
complaint 


| unauthorized publication of the pic- 


| jeopardized, if not 


ture by 
sonable 


Life means that “the rea- 

expectation of over 
$5,000,000 in profits may be greatly 
totally de- 
stroyed.” 

A statement issued by a spokes- 
man for Life suggested that a de- 
sire to publicize the forthcoming 
picture may have inspired the legal 
action. It read, in part: “Life has 
been put to great inconvenience and 
expense by this surprising action, 
which, however much it may at- 
tract publicity attention to the film, 
can only be considered as unprece- 
dented and regrettable.” 

An attorney for Mr. Chaplin ad- 
mitted in court yesterday that the 
letter advising the studio that the 
picture would be printed had been 
received last Monday. Counsel for 
Life protested that a change could 
have been made without particular 
trouble then, 


but that the magazine 
was not informed of the impending 
action until yesterday when suit 


was filed. 
Advertisers Not Affected 


The picture in question shows the 
actor wearing a military cap with a 
long visor, and a military coat bear- 
ing the insignia of “the double 
’ The uniform and mustache 
leave no doubt as to th 
to Adolf Hitler. 

Advertisers in the 
be affected in any way, it was 
pointed out. Those copies carrying 
the Chaplin picture will be distrib- 
uted as usual, as will the 
which the Ford photo was substi- 
tuted. The effect of the law suit 
and the publicity it received will be 
to cause “an earlier sellout than 
usual,” 

Named in the 
Time, Inc., were 


’ 
cross, 


resemblance 


issue will not 


others in 


it was pointed out 
action along with 
Henry R. 
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ADVERTISING AGE 


June 17, 1949 


chairman of the board; John Shaw 


Billings, managing editor of Life; 
Roy E. Larsen, publisher of Life; 
and Charles D. Jackson, general 


manager of Life. The damage case 
asking $1,000,000 will probably not 
come up before fall. 


Canada Would Ban SEP 


Ottawa, Ont., June 13.—Senator 
Arthur Meighen has proposed in the 
Canadian senate that the Saturday 
Evening Post be banned from 
Canada by doubling its present 
postal rate of two cents per pound. 
Canadian government authorities 
are reported exercised over what 
they consider “damaging anti-Allied 
propaganda” in the publication. 


Bennett Names Ollendorf 
Bennett Mfg. Company, Chicago, 
maker of poultry supplies and 
equipment and steel drums, has ap- 
pointed C. J. Ollendorf, Chicago 
advertising agency, to handle its ac- 
count. Business, farm and poultry 
publications will be used. 


Joins National Biscuit 

Urban Kreidler, for the past six 
years director of merchandising and 
advertising for the Independent 
Grocers’ Alliance, Chicago, has been 
appointed manager of the sales pro- 
motion division of National Biscuit 
Company, New York. 


Radio Report Asks 
Better Deal for 


Network Affiliates 


Concentration of Power 
Held Against Public 
Interest 


Washington, D. C., June 12.— 
Urging amendment of network con- 
tracts with affiliated stations so that 
the admitted advantages of chain 
broadcasting might be preserved, 
the long awaited report of a special 
committee of the Federal Communi- 
cations Commission was released 
today. The 1,300-page volume rep- 
resents findings of a committee 
made up of Commissioners Thad H. 
Brown, Paul A. Walker and Fred- 
erick I. Thompson, the former being 
chairman. The _ full Commission 
will now study the report. 

The report listed five phases of 
the contracts which tend to result 
in “arbitrary and inequitable prac- 
tices:” 

1. The provision that the outlet 


station cannot accept programs 
from any network other than the 
one to which it is bound by con- 
tract deprives the station of profit- 
able business and the listening 
public of programs for which there 
is a demand. 

2. The practice of requiring sta- 
tions to set aside all or a major 
portion of their broadcast time for 
the utilization of the networks, re- 
gardless of whether such time is 
used, places an undue burden upon 
the outlet station and lessens the 
ability of the station to serve the 
local needs of the community. 

3. The provision that non-net- 
work rates for national advertising 


/ business cannot be less than those 


of the network prevents the outlet 
station from entering into a healthy 
competition for advertising busi- 
ness. 


Use of Night Hours 


4. The provisions of the contract 
concerning the free use of the first 
converted hours (a nighttime hour 
or its equivalent in two daytime 
hours operation), combined with 
low initial compensating rates for 
the next hours, results in an inequi- 
table distribution of proceeds from 
network broadcasting. Whereas Co- 
lumbia and National had aggregate 
network time sales of $44,313,778 


lination of the 


OF THE 
DRUGGISTS 


72.6% 


OF THE 
GROCERS 


»% 


ere . “tay 


68.5% 
84.4% auto eaters 


F eee, and 55% of ‘2 e 


ALL lowans 


DEALER influence at your finger tips 
CUSTOMER demand in the palm of your hand 


16.3% 


LUMBERMEN 


o = 
. : 
. read one newspaper y 
is e 


82.3% 


OF THE 
HARDWAREMEN 


Wir Mrs. lowa steps 


: 4 into her dealers for a tube of 


toothpaste or a can of baking 
powder she knows the brand 
she wants. Her dealer knows 
where she got the idea. Its 
better than ant even bet they 
both read The Des 
Sunday Register. 


Moines 


80% 


up lowa’s million Urban pop- 


of the families making 


ulation read The Sunday Reg- 
of the 
families (million and a half 
population) 


ister, and 35% rural 
read the same 
newspaper... an average 


~ 


coverage of 55° of all lowa 


families. 


The Des Moines Sunday Reg- 
ister offers advertisers a real 
push to dealer and customer 
$781.991,- 


Have vou 


action in lowa’s 
000 retail market. 
your hand in this pot-o-gold? 


fanagement 


See Fer 8 Se OME? OO RE Sa e O Oe  e AS a 
27 oat cata A ays Hite 
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for 1938, they paid to the 253 inde- 
pendently controlled stations on 
their networks only $12,267,560, ap- 
proximately one-half of which was 
paid to 25 of these stations with a 
relatively strong competitive posi- 
tion based on the need of the net- 
works for their particular facilities. 

5. Moreover, the contracts gen- 
erally cover periods of time far in 
excess of the period for which the 
station is licensed and bind the 
outlet to network policies far beyond 
the expiration date of the license. 

The report said that contracts of 
Mutual Broadcasting System are 
more equitable than most of the 
others in force. 


Urges Quick Reformation 


The FCC has authority under ex- 
isting laws to deal with the situation 
without special legislation, the re- 
port said, but recommended elim- 
alleged abuses 
immediately and voluntarily. 

The report asserted that interests 
of independent network affiliates 
have been subordinated to those of 
retwork-owned and controlled sta- 
tions. National Broadcasting Com- 
pany and Columbia Broadcasting 
System owned or controlled 23 
stations in 1938, 15 being 50 kw. 
unlimited time, clear channel sta- 
tions. The chains have developed 
around these key stations and have 


}ent under 


been operated largely for their bene- | 


fit, the committe said. 

“The predominance of 
organization,” it continued, “is evi- 
denced by its disproportionate share 
of the income of the radio broad- 
casting industry. “Of the $18,854,- 
784 net operating income of all 
stations and networks for 1938, 
nearly half—$9,277,352—went to 
National and Columbia.” 


Monopoly Is Charged 


This attempt to prove existence of 
a monopoly was supported’ by 
statistics indicating that of 660 
standard broadcast stations oper- 
ated in 1938, more than half, or 350, 
were affiliated with major networks, 
and included an overwhelming 
majority of the country’s high-pow- 
ered stations. The 660 stations 
were owned by 460 persons. Eighty- 
seven of these persons owned more 
than one station and_ received 
approximately 52 per cent of the 
total business of all commercial 
broadcast stations. 

The report said the conclusion is 
inescapable that the two major net- 
works, directed by a few men, hold 
a powerful influence over the public 
domain of the air and measurably 
control radio communication to the 
people of the United States. While 
indicating that this control has been 
of a beneficent nature, the report 
said: 

“If freedom of communication is 
one of the precious possessions of 
the American people, such a condi- 
tion is not thought by the committee 
to be in the public interest and 
presents inherent danger to the 
welfare of a country where demo- 
cratic processes prevail.” 

Policies Criticized 


Program policies of the networks 
also were criticized by the report, 
which expressed concern over the 
fact that “90 per cent of the com- 
mercial programs used by network 
organizations are produced by ad- 
vertising agencies.” Another com- 
plaint was: 

“Outlet stations are required by 
their contracts to accept all com- 
mercial programs sent by the net- 
works unless they are able to prove 
to the satisfaction of the networks 
that a particular program will not 


network | 


ee 


serve public interest. Since the oy:- 
let stations have only general .4- 
vance knowledge of the content of 
the program, they have come to 
cept whatever the network cho, 
to give them.” 

Chains have even exceeded 
latitude given by their station . 
tracts, the report continued, d 
have “actually taken over the n 
agement” of the affiliated station jn 
some instances in violation of Cc 
tion 310b of the Communica: 


Act. 
Charges Inequitable Contrac: 
The report charges that the * 

tracts of NBC are particularly a 

equitable, since the station is 


merely informed that it is par of 
the network. By virtue of S 
power, National has the powe, to 
determine the economic fat f 
many of its outlets by arbitr:.. |y 
assigning them to the prospe« is 
Red network or to the unprofit.))Je 
Blue network, according to ihe 
committee. 

While indicating that chain ; ro- 
grams are superior to those offered 
by most local stations, the reyort 
criticized the networks for policies 
which helped them to achieve this 
end. The two networks, the report 
complained, have placed much tal- 
exclusive contract, thus 
limiting the efforts of much of the 
best talent in the country to net- 
work programs and of restricting 
the programs of independent com- 


| peting stations. 


NBC’s dominant position in the 
field of electrical transcriptions 
also viewed with alarm, the report 
saying that it has gained great com- 
petitive advantages in this realm 
from its position in broadcasting, 
while its transcription activities 
have, in turn, buttressed its position 
in the radiobroadcast industry. The 
committee said that it feels that 
such domination reacts to public 
disadvantage by penalizing inde- 
pendent stations which, not being 
members of a network, must make 
frequent use of electrical transcrip- 
tions. 

“About one-half of all commer- 
cial transcriptions sold by Nati 
in 1938 in the United States,” said 
the report, “were broadcast by the 
stations on its network, while 
slightly less than one-fifth were 
broadcast by stations on the net- 
works of Columbia and Mutual.” 


Sideline to Many Owners 


Despite the fact that the business 
of broadcasting is the fastest grow- 
ing source of advertising revenue in 
the country, the report said, it is 
merely a sideline to many of the 
owners. More and more of the ap- 
plications filed with the Commis- 
sion for authority to own stations 


show the applicants to be persons 
of other large business interests, 
such as manufacturing, banking, 


publishing, natural resources devel- 
opment, public utility, ete. No less 
than two-thirds of the nation’s 
standard broadcast stations are op- 
erated as incidental to other busi- 
nesses, the report asserted. In ad- 
dition to the operation of about 300 
stations by newspapers, 125 othe! 
stations are operated by businesses 
of various kinds. 


Join Lasamick- Fischer 


Lazarnick-Fisher, Inc., New Yor! 
recently formed for the producto! 
of advertising art and photograph! 
illustrations, has added the follow- 
ing to its staff: Walter L. Stocxtin, 
idea development; David A. Mc- 
Kenzie, agency and advertise! n- 
tact; and Theodore L. Warner, es 


«catalog 


* Modern illustrations of merchandise 
with or without models 
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sis wanted RS eee? 


4d 


a 


be Sa. ; 


. et 
ve 


pin is what counts. It can 
cut ten strokes from my 


} . 6' gee 
score when it’s working. i shialetnaatiaaiba 


4 “Laying my sales messages right up to 5 “Choosing an appeal to 
the pins where | sell—that's nestling a story suit a market—that's as 
right up to the prospects —the right pros- 


pects in the right places at the right times. 


vital as taking the right club! 


' “That chip-shot to the 2 “| may be hitting ‘em a mile from 
the tee, but when I look up or rush 
my *8 iron—boy! I start chalking 


SPOT RADIO 


turns local obstacles into local advantages 


|, it is so flexible, SPOT RADIO lets you make an asset out of 
differences in climate, density of population, regional habits, time re- 
quirements and sectional tastes and prejudices. 

More and more national advertisers are finding that they can buy as 
few or as many stations as they need, each at the best available time, 
with any type of program of any length tying in with local drives, 
local campaigns, local sales plans—often at a saving, too. 


Sy ? _s : 
i — R14 “Ry 7, 
ame jo. fee: 
\aaue" \Ca4 . . i : 
7 ole SZ \7 
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ANY TIME ANY WHERE 


ANY LENGTH 


“My’'8 iron taught me 
a swell lesson 
about radio— 


2 “Broadcasting is that way, too. If 
| bang away with it at the whole 
United States it's like using wood 
for every shot. 


6 “SPOT RADIO” —there's the /8 iron of broad- 
casting! It lets you make the pay-off shots 
of national advertising. And oh, boy! how it 
cuts the score on the old budget!"’ 


For any advertiser or agency executive who wants to see 
how SPOT RADIO can meet his individual situation, we 
shall be very glad to prepare a special outline. 


* 
EDWARD PETRY & CO. 


INCORPORATED 


Representing leading Radio Stations throughout the 
United States—individually 
Offices in: NEW YORK - CHICAGO - SAN FRANCISCO 
DETROIT - ST.LOUIS - LOS ANGELES 
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7,021 DEALERS 


can't be wrong ! 


These leading lumber and material dealers are send- 
ing Practica, Bumper to 70,000 of their best con- 


tractor customers. 


These live customers of America’s best dealers repre- 
sent the buying power of the building industry. 


PRACTICAL BUILDER 


. Company, St. Paul, $625; Glob 
Convention Ads , Brewing Company, Baltimore, $25: 
Agencies Take Space 
4 Several advertising agencies too}: 
Yield $140,650 space in the Democratic mediun 
the list including Ruthrauff & Rya 
| Detroit, $2,500; Ross Roy Servi 
for Democrats | Detroit, $2,500; J. Stirling Getch« 
Detroit, $5,000, and Lee Anderson 
| Advertising, Detroit, $2,500. 
Washington, D. C., June 12.—| Among advertisers who signed 0» 
Many of those who regard the Dem-| the dotted line and paid in advar 
ocratic Convention Book of 1940 as| Were Royal Typewriter Compa: 
a good advertising medium are also| New York, $2,500; Liggett & My: 
wiling to pay in advance. Collec- | Tobacco Company, New Yor 
tions during the three-month period Tae Whdie Cink Ane can, as 
ended May 31 amounted to $140,650, cago "$9 500: Goodyear Tire & Ri 
or more than one-half of the re-| her Company, Akron, $3,125: Fi 
Committe for that time. | Aron, $8328" Adnesograpie nt 
The book, to be issued during the tigraph Corporation, Clevela 
Democratic national convention | $3,125. 
|next month, may be the last of its) ieee, 
kind, since the Hatch Bill, now| Fyhjbit Winning Posters 
pending in the House, contains a| ag » , 
; ee sehen : Approximately 50 silk ser 
special provision eliminating such process advertising posters, wind: 


publishing activities from the list of | displays and show cards which \ 
permissible fund-raising measures. |awards in a nation-wide contest 


C 


| 


Brewers Lead List 


Brewers and distilleries appear to 
be the largest single source of adver- 


|conducted by the fine arts division 
|of Devoe & Raynolds Comp: 

New York, will be featured in an 
exhibit during the week beginning 
June 17 at the new quarters of the 


—A strictly “brass tacks” tool—built to 


SELL GOODS to the CONTRACTOR-BUILDER 


The Greatest Coverage 


Our 70,000 readers represent the largest coverage of con- 
tractor-builders—the one factor that is present in every 
building job regardless of size or type—and regardless of 
the presence or absence of any other factor. 


A Basic Editorial Service 


‘te ee 


A practical, “how to do it” publication, written concisely— 
and in contractor language—the kind of service that really 
registers on these men who are building, remodeling and 
repairing homes and other buildings every day. 


Exclusive Contractor Readers 


PRACTICAL BUILDER 


59 E. Van Buren Street 
Publishers also of Buitvinc Surety News and B S N Deacer Caratoc—24th Year 


Only 17 per cent of Pracricat BuLLpeEr’s large contractor- 

builder audience get the only other contractor paper. This 
means that over 50,000 of our con- 
tractor-builder readers can be 
reached only through Practica. 
BUILDER. 


High Visibility 


PracricaAL BuiLper’s newspaper 
style of make-up not only compels 
readership—but offers the greatest 
visibility to advertising units. 
Kvery advertisement has many 
lanes of “editorial traffic” to assist 
it in getting attention—and_ all 
advertisements, large and small, 
stand out. There are no “buried” 
sales messages in PRACTICAL 
BuIiLpEr. 


Lowest Cost 


Not only is Pracrican BuILpER 
the most direct avenue to the only 
consistent users of building pro- 
ducts and equipment—but it is the 
lowest cost means of reaching 
them. 


CHICAGO 


'tising revenue for the convention! Display Institute, 3 E. 44th street, 
| book, their advance payments ex-| New York. 

ceeding $30,000. Anheuser-Busch, ————————_—. 
Inc., St. Louis, paid $11,000 for Cc. R. Sherman Promoted 
space, Joseph Schlitz Company, prom tities tein tne 

| Milwaukee, following with $10,000. Charles R. Sherman has been ap- 
| Lesser advertisers paid the follow- | pointed sales promotion manager in 
; - | charge of job black and color ink 
ing sums during the quarter; Stit-| sales of Geo. H. Morrill Company, 


zel Weller Distilleries, Louisville,;New York, division of General 
$500; Continental Distilling Corpora-| Printing Ink Corporation. He joined 
tion, Philadelphia, $1,000; Taylor &| the company several years ago as 
Williams Distilleries, Louisville, | assistant New York district mana- 
$250; American Brewery Company, | 8€° and was then promoted to dis- 
Baltimore, $625; John F. Trommer, | t’ict manager at St. Louis. 

| Brooklyn, $1,000; Minneapolis Brew- ’ 
ing Company, Minneapolis, $1,250; “N. ; * Sun” Names Collins 
P. Ballentine & Sons, Newark, $645;; Arthur William Collins has been 
Miller Brewing Company, Milwau- | appointed to the newly-created post 
kee, $2,500; Columbia Brewing! of retail sales manager of the New 
Company, St. Louis, $325; Gluck| York Sun. 

Brewing Company, Minneapolis, se Remnant 

$500; Falstaff Brewing Company, | Stearns Joins Waters 

St. Louis, $1,575; Park & Tilford, | Willi: sieidit, Mietieiialis eaes., 
New York, $1,000; Gunther Brew-.| . a RB. wtearns, ing ag 

: ‘ . . ident of Stearns-Serwer, Inc., has 
ing Company, Baltimore, $250; F. & been appointed to head the creativ: 
M. Schaefer Company, Brooklyn, department of Norman D. Waters & 
$1,250; Theodore Hamm Brewing) Associates, New York. 


87 EXECUTIVES REPLIED TO R. A. 
| ddvertisement »- + + + + + « . 


IN DUN’S REVIEW 


— 


7. 
eZ7HE R. A. Company (leasing auto 


mobiles for salesmen) ran a one-half page advertisement in the April 
1940 Dun’s Review. By May 15 there had been received 87 letters in 
reply. More than half were from manufacturers; all but a few were 
from large companies; corporate executives predominated. 


Reviits py Type anp Size or Concerns 
nad 
NOT 1 
! N 
Manutacturers 34 11 9 
Wholesalers 10 10 I 
Financial (banking, insurance, etc.) 9 
All Others, etc. I 2 
Totals 45 21 21 . 
Reprisrs py Trries ano Typt or Concerns 
Ww 
Presidents ” 5 I 
Owners, Partners 5 2 I 
Vice Presidents 7 I I 
Secretaries s 2 I I 
Treasurers 3 I 
General Managers 4 I 
All Others, ete. 22 6 2 2 
Totals 54 21 9 3 8 


Thirty States are represented in the replies. 
. 


For further evidence of reader responsiveness, circulation facts, adv: 
tising costs, etc., address the Advertising Department, Dun’s Revie’ 


290 Broadway, New York, N. Y. 
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The springboard from which Rex Beach leaped 
to literary. fame was THe Sporers, that cele- 
brated tale of rugged Alaska—written back in 
1904 —and still a busy book in circulating librar- 
ies. Since then, 20 Best SELLeRs have come from 
the adventurous pen of Mr. Beach—not to men - 
tion innumerable stories for leading magazines. 
Editors know the lure of the name “Rex BEACH” 
on a@ magazine cover—and after 40 years his 
stories continue in great demand. 


| Rex Bea * 
| says- f 


Fee | Hee ‘ i Nags , 8 a bie 4 F 
es St Pee F Hi. | . - 


» ‘ 
"me Pf 


“Flash Gordon — a fantastic character 
... worthy of the immortal Jules Verne” 


“4’S ONE WHO has written many tales of adventure,” have helped shape the characters of two generations of Ameri- 
says Rex Beach, “I doff my hat to Alex Raymond, cans. Puck's brilliant staff of gifted writers and artists are among 7 
The 1940 Advertising Swing creator of the famous Flash Gordon. His sweep of the most highly paid editorial talent in the world. 


To the "All Star Cast”’ 


Puck —The Comic Weekly points with pride to a 42% increase 
in advertising linage for the first six months of 1940. 

Puck — The Comic Weekly carried more lines of advertising 
during the first six months of 1940 than any other group in its 
field. 

Puck — The Comic Weekly carried more advertising accounts 

exclusively than any other group in its field. 


More advertisers who have never before used 
we any “comics.” or who did not use this medium 
a since 1938, have chosen Puck—The Comic 


/ P FA Weekly — in the first six months of 1940. For 
| ~ example: 


imagination and his inventive genius go far beyond the 
wildest dreams of the immortal Jules Verne. His draw- 
ings of Flash Gordon and all the strange creatures that 
inhabit his ‘unknown planet,’ are masterpieces of inven- 
tive draughtsmanship.” 


Dr. Daniel Starch, eminent authority on advertising effectiveness, 
recently checked the readership of 121 advertisements of 3 cam- 
paigns (a food, a drug item and a cigarette). These campaigns 
appeared in leading national magazines in addition to Puck—The 
Comic Weekly. In every campaign the Puck advertisements were 
READ More and Cost Less PER ADULT READER! 


. , ’ All the basic data on the “World's Best Seller” has been put into 
Flash Gordon's weird adventures send shivers down a presentation that takes less than half an hour to show. Just 


the spines of twenty million men, women and children call COlumbus 5-2642, New York, or DELaware 6550, Chicago. 
who follow him avidly in their favorite publication .. . 
Puck—The Comic Weekly. . . distributed nationally 
to more than 5,500,000 families every week, through 
15 great Sunday newspapers. 


Axton-Pisher Tobacco Corp. 
Book Coupon Exchange 


be as FZ American Chicle Co 
§ ols Mese Mortals be!? 


J 


Emerson Drug Co.— Bromo-Seltzer 
General Foods Corporation— Post Toasties, Postum 


Ww Fs = / International Cellucotton Products Co.— Kleenex 
‘ ( 

\ ( 

: ) 


Maybelline Co., The 

Noxzema Chemica! Co. 

Pepsodent Co., The 

Procter & Gamble Co., The — Orydol 

Standard Brands. Inc.— Royal Geletin and Desserts 


Tall, blonde and handsome, Flash Gordon is America’s D’Artag- v --- 
nan, Robin Hood and Sir Galahad—all in one. His fascinating a 

story is but one in this talented anthology of American folklore. 
Puck owes its phenomenal weekly readership no less to those 
other masterpieces of pen and brush—Tillie the Toiler, Pop-Eye, 
Barney Google, the Katzenjammer Kids, Jiggs and Maggie, 


Toots and Casper, Blondie, the Little King and all the rest who a 5 : 
fill its pages. a 


Not just “comics,” these intensely human figures, with their DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS : 
laughter-coated pills of wisdom, philosophy and understanding, 959 Eighth Avenue, New York + Palmolive Building, Chicago be 
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FOUNDED 1876 
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executive vice-president, who is | divorcement of the Red and Blue World War. He quit the Univer- HEA NB A 
Trammell Slated currently second in command, networks, both of which are to have | sity of the South (Sewanee) to join o Cc 8 LES 


to Head NBC; 
Kobak Returns 


Move Toward Complete 
Separation of Blue and 
Red Nets 


New York, June 12.—Following 
the resignation of Lenox R. Lohr 
as president of the National Broad- 
casting Company last week, it was 
widely predicted in radio circles 
here that Wiles Trammell, NBC 


would be named to the post at a 
directors’ meeting to be held July 
12. 

Also coming in the wake of Mr. 
Lohr’s resignation was the return 
of Edgar Kobak to NBC. He has 
been appointed vice-president in 
charge of Blue network sales. Until 
last March, he was vice-president 
of Lord & Thomas for four years. 
Previously, he had been an NBC 
vice-president from 1934 to 1936. 
Before turning to radio, he served 
McGraw-Hill Publishing Company 
for many years as vice-president in 
charge of sales. He is a past presi- 
dent of the Advertising Federation 
of America. 

Mr. Kobak’s return to 
part of a plan for the 


NBC is 
complete 


separate staffs. Roy C. Witmer, 
vice-president who has been with 
NBC since 1927, will devote his 
time exclusively to the Red net- 
work. Keith Kiggins, who has been 
director of the Blue network for 
the past year, becomes sales man- 


_ager of the Blue web. 


On “First Job” 

Mr. Trammell’s career is unique 
in that not only has his entire busi- 
ness life been spent in radio but 
also his sole employer has been 
Radio Corporation of America, and 
its subsidiary, NBC. He joined RCA 
on the Pacific Coast im 1923, and 
was transferred to NBC in 1928. 

A native of Marietta, his educa- 
tion was interrupted by the first 


the army, and remained in the 
service until 1923. A chance meet- 
ing with General James G. Harbord 
and David Sarnoff, RCA executives, 
led to his entrance into radio. His 
first job was selling trans-oceanic 
service and radio equipment to 
ships. 

In 1925, he became assistant sales 
manager of RCA on the Pacific 
Coast. When transferred to NBC 
in 1928, he spent but two months in 
the headquarters office in New 
York before being sent to Chicago 
as Central Division manager. 


Has Been Active Head 


At that time, NBC’s Chicago office 
was of almost no importance. He 
quickly built up its business until 


oe 


SOCK! 
| ° July Liop 
Cosmopolitan (s? 


C August le 


lay linage in 
30% up over 1930 
ed 40% ahead of Las 


t year. 


Edgar Kobak 


Roy C. Witmer 


annual billings reached the million 
mark. In 1929, he became a vice- 
president. He remained in charge 
of Chicago operation until Novem- 
ber, 1938, when he was elected 
executive vice-president and trans- 
ferred to New York. He was soon 
added to the NBC directorate, and 
in May of last year the executive 
set-up was reshuffled so that all 
department and division heads have 


|} since been reporting to him. 


In his numerous public appear- 
ances, Mr. Trammell has been a 
vigorous defender of the commer- 
cial system of broadcasting. He 
has pointed out, particularly in De- 
cember, 1938, before the Omaha 
Advertising Club, that advertisers 
pay the bill for the essential non- 
commercial services rendered by 
the networks, as well as supplying 
listeners with entertainment fare 
on commercial shows. 

As NBC’s Midwest chief over a 
decade ago, he was responsible for 
the first daily 15-minute program. 
He induced the Pepsodent Company 
to undertake sponsorship of Amos 
‘n’ Andy, then a practically un- 
known comedy team heard only 
over Station WMAQ, Chicago. 


Home Builder Appoints 


Koretz, Kopel, Ideas, Inc., of 
Newark, N. J., has been appointed 
to handle the advertising for Fan- 
wood Home Builders’ new develop- 
ment, Knollwood Park, in Fanwood, 


N. J. Newspapers will be used 
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DISPLAY IDEAS 


BY CRYSTAL, 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL « DESIGN - FABRICATION 


CRYSTAL MFG. CO. 
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HILDREN are enthusiasts! 
More than 13,166 have 
benefited from the yearly “Learn To Swim” classes 
offered through the Arizona Publishing Co. They 
thrill to them! They like to DO things! They pat- 
tern after their parents who also rely on the Phoenix 
Republic and Gazette for news, features and spon- 
sored community events. Key stations of the 
Arizona Broadcasting Co. furnish their favorite radio 


programs. Such early placed confidence is reflected 
in the response these media produce for advertisers. | 
For instance, Arizona department stores found their 
business for the first quarter of 1940 almost 10% 


higher than a year ago. Motor vehicle manufac- ; | 


turers, too, have made 36.76% of their increasing 
1940 Arizona sales in the Phoenix area, ‘the gold 
nugget of western markets. SO GET IN THE SWIM! 
YOU CAN HAVE SOME OF THIS ARIZONA BUSINESS IF 
YOU'LL GO AFTER IT! 


Daily Circu Circulation 


City Ze Zone 
31,878 


Retail Trading Zone 
18,764 
Total City and 


Retail Trading Zone 
50,642 


Total Net Paid 
57,169 


Sunday and Evening 
63,478 


Other ABC Stations 
WILLIAMS, LAWRENCE & CRESMER CO., KAKTAR 
Repr atives too w . BRO KC 


RAEYOA- Toone ; 
OVveae bon, #AKYUM - Yuma . 


BOB HALL 
National Advertising ees 
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ARIZONA BROADCASTING CO.iNc- 
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Survey Field to 
Decide Fate of 
Collier Companies 


Receivership Recalls 
Car Card Magnate's 
Meteoric Career 


New York, June 13.—The fate of 
the seven Barron Collier companies 
which went into bankruptcy last 
week will depend on a nationwide 
survey of the outlook for transpor- 
tation advertising now being con- 
ducted by John Gerdes, receiver ap- 
pointed by the court, to determine 
a course of action, ADVERTISING | 
AGE learned today. Mr. Gerdes is 
expected to present his report in 
federal court here early next week. 

Since the petitions were filed the 
trustee has been busily engaged in 
discussing the situation not only 
with creditors, but with users of the | 
medium as well. Meanwhile, except | 
for a skeleton staff, all employes of 
the seven companies have been re-| 
leased as of next Monday, with their 
future re-employment depending on | 


reorganization plans proposed by the 
receiver. Personnel of the Collier 
companies not involved in the bank- 
ruptcy proceedings is not affected. 

As stated by Edwin Faber, presi- 
dent of the Collier companies, the 
financial difficulties that culminated 
in last week’s action predated the 
death of Mr. Collier in March, 1939. 
It was learned, however, that the 
organization’s financial woes began 
to appear shortly after the 1929 
crash. In 1933 one refunding opera- 
tion was set in motion and in 1938 
a second. In spite of these moves, 
the situation was not sufficiently 
improved. 

Tremendous Scope of Business 

The tremendous scope of the Col- 
lier transportation advertising em- 
pire is reflected in the fact that only 
one major city in the country has 


remained outside the organization’s | 


fold. Mr. Collier never acquired 
control of transportation advertising 
in Detroit, where O. J. Mulford, an- 
other pioneer in this medium, still 
holds sway. During the period from 
1900 until his death, Mr. Collier 
succeeded in expanding his holdings 
until, through his many companies, 
he operated in over 4,000 cities 
through between 60 and 70 branch 
offices. Aside from Detroit, the only 
other major city in which local 
street car and bus space is cur- 


rently outside Collier control is New 
Orleans. Here, however, Mr. Col- 
lier did operate at one time and 
even today Street Railway Adver- 
tising Company is national repre- 
sentative for the New Orleans sys- 
tem. 

Railway men believe that Mr. 
Collier’s anxiety to exercise control 
over their medium contributed, in 
some degree, to the financial diffi- 
culties that have developed during 
recent years. Most of the rights 
acquired involved long-term con- 
tracts and in some instances Mr. 


Collier accepted terms that subse- | 


quently proved unsound. This fac- 
tor, plus revolutionary changes in 
the nation’s transportation habits 
and the inroads of competing ad- 
vertising media 
duce the Collier distress signal. 


Control 80% 


It is estimated that at the present 
time Collier companies control 
about 80 per cent of all transpor- 
tation advertising. For 1939 Col- 
lier volume was approximately 


$9,000,000, a drop of about 25 per | 


cent from the peak reached in 1927. 
These figures closely approximate 
the decline in passengers carried by 
the nation’s city and suburban 
transportation lines which enjoyed 


their best year in 1927 with almost | 


16 billion passengers, compared 


THIRD OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


MANAGER, SAN FRANCISCO OFFICE 
Four years, University of 
California 
Eleven years, Commercial 
Credit Company 


Free & Peters since 
September, 1935 


Bless our 
soulsS—it’s 
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A. Leo Bowman! 


One of the things we have always 


aimed at here at F & P is the 


acquisition of men whose general business experience would quality 


them to understand and really assist in the problems of business 


men. So when Leo 


Bowman decided he 


wanted to join up with 


F & P, we grabbed him (and his business experience) for our Chicago 


Office, where he served two years, 


home town as Manager of our San 


before we sent him back to his 
Francisco Office. 


That's a typical example of the reason why all of our fourteen top 


notch men are more than walking rate-books. 


Among us, we share 


nearly 200 years of varied experience in radio, advertising, financial 


organizations, utilities, department stores, automotive industries, ete., 


ete., ete. When you ask us for an 


almost any problem—or about any 


opinion or some information on 


industry—we can usually get a 


more or less expert answer for you from our own organization. 


Free & Peters believe that the best contact the radio industry can 
maintain with you agencies and advertisers is to offer you the daily 
services of the best, most experienced, most capable men obtainable. 


That's the way we work in this 
representatives. 


group of pioneer radio station 


oe a te aan 
EXCLUSIVE , 
REPRESENTATIVES : / 
WGR-WKBW ...... BUFFALO 
Jeera CINCINNATI d 
oa naen scapes DAVENPORT 
WHO ...............DES MOINES 
DT -sncaccendvcudeeanne FARGO 
WOWO-WGL ........_FT. WAYNE 
MBC . KANSAS CITY 
WAVE |... * LOUISVILLE 
WICN .. MINNEAPOLIS-ST. PAUL 
WMBD .. PEORIA 
errs el 
KMA SHENANDOAH | 
i Te SYRACUSE |~ 
... SOUTHEAST... . 
WCSC ............ CHARLESTON |» 
WIS ................-COLUMBIA 
ieee | RALEIGH 
elements: ROANOKE 
... SOUTHWEST... 
KGKO ..... FT. WORTH-DALLAS || 
KOMA ......... OKLAHOMA CITY | 
MM cccccccavaseaenes TULSA | 


«..PACIFIC COAST... ; 
KECA ......L0$ ANGELES |) 
KOIN-KALE .......... PORTLAND i 
KSFO-KROW ... SAN FRANCISCO 
KIRO .......... ... SEATTLE 


FREE & PETERS. INC. 


Pioneer Radio Station 


Simce May, 1932 


Representatives 


Chkcags: 180 N. Michigan 


Franklin 68738 Plaza 5-4131 


New York: £47 Park Deweit: New Center Bldg. 


San Franciscs: 177 Sutter 


Trinity 2-8444 Sutter 4353 


Les Angeles: 650 S. Grand Atlaata: 322 Palmer Bldg. 


Vandike 0569 Main 5667 


“CRAZY CLOCK" DEVELOPED BY ADMAN 


—— 


The crowd gaping here is looking at a “crazy clock” in the window of the Morris 


Plan Company, San Francisco. The han 
passerby touches an indicated spot on 
enough in their mad career to indicate 


ds on the clock rotate aimlessly until a 
the window, when the hands stop long 
the correct time. The attention-getting 


device is the invention of Leon Livingston, San Francisco agency head, who plans 
to place it on the market through sale of his patent. 


with about 13 billion in 1939. 

Street car and bus travel suffered 
severely during the depression. To- 
tal number of passengers declined 
to 10 billion in 1933, a drop of more 
than a third from the peak year. 
On this basis it 1s believed that Col- 
lier volume likewise hit a bottom of 
approximately $7,000,000 in the 
early 1930’s. During the past five 
years, however, the transit indus- 
try’s climb upward has been steady 
and uninterrupted, with the excep- 
tion of 1938. Current transit sta- 
tistics show that passenger traffic is 
continuing to rise. 

Transit advertising “circulation” 
figures refer to the number of pas- 
sengers carried. Currently Collier 
claims a daily passenger total of 
32,000,000 in its nationwide setup, 
comprising 62,226 vehicles. Top cir- 
culation was 43,000,000 in 1927. 

The growth of the Collier empire 
is dramatically illustrated by com- 
paring the advertising rate quoted 
for space in all vehicles served by 
Mr. Collier in 1899 with the figure 
today. At the turn of the century 
an advertiser could have 


day his 
$576,000. 


annual bill would be 


Plan Promotion of 
Third Parenthood Week 


Local activities in 
throughout the country will mark 
the celebration of Better Parenthood 
Week, Sept. 23-29, sponsored for 
the third year by Parents’ Magazine. 
Parent-teacher associations and 
mothers’ clubs will cooperate, radio 
networks and local stations will 
broadcast programs, and newspaper 
syndicates will use feature stories 
on parent education. 

Window streamers and display 
posters will be furnished to food 
and drug chain stores and to de- 
partment stores. Great Atlantic & 
Pacific Tea Company is among 
those who have agreed to cooperate. 
Advertising mat services will sup- 
ply mats of the emblem and syndi- 
cated newspaper advertisements for 
local stores. 


Philadelphia NIAA Elects 
Walter H. Gebhart, sales execu- 
tive of Henry Disston & Sons, Inc., 
has been elected president of East- 
ern Industrial Advertisers. Other 
officers are vice-president, D. C. 
Miner, Houghton & Co.; secretary, 
Graham Rohrer, Baldwin Locomo- 
tive Works, and treasurer, Walter S. 
Fogg. Directors are L. R. Garret- 
son, A. B. Wheeler, Irene Dennery, 
R. C. Byler, R. E. Lovekin, R. A. 
Applegate and J. F. Sullivan. 


Wales Adds Two 

Wales Advertising Company, Inc., 
New York, has been named to direct 
the advertising of Canoe Place Inn, 
Hampton Bays, L. I., and Boxwood 
Manor, Old Lyme, Conn. Newspa- 
pers and magazines are being used. 


To West-Holliday 


West-Holliday, Inc., Chicago, has 


been appointed to represent the 
Report, Ontario, Cal., effective 
July 1. | 


bought | 
full coverage for $5,000 a year. To-| 


communities | 


Treat Paper to 
Improve Pencil 


and Ink Drawings 


New York, June 11.—Marked im- 
provement in black-and-white il- 
lustrations for newspaper adcdver- 
tisements is claimed by means of 
a new process for chemically treat- 
ing drawing paper. The _ secret 
process was discovered by Andrew 
R. Farkas, of Contempora Art 
Studio. 

George B. Farkas, brother of the 
inventor and also associated with 
the industrial and commercial de- 
sign service, explained to ADVERTIS- 
ING AGE here this week that the 
|\development makes reproductions 
of pencil drawings as good as those 
of ink drawings, and better than 
photographs. 

He revealed that the process has 
been tested with success by print- 
ing executives of two New York 
newspapers. Experiments are now 
being carried on to adapt the proc- 
ess to color work. When perfected, 
he claims, color drawings will rival 
|color photographs in reproductive 
| quality. 


WBZ, WBZA to Become FM 
Stations Jan. 1, 1941 


The Westinghouse radio stations, 
| WBZ and WBZA, Boston, will be- 
|}come frequency modulation stations 
| Jan. 1, 1941. Meanwhile frequency 
modulation broadcasts will continue 
through the Westinghouse exper!- 
mental station at East Springfield 
Mass., WI1XSN, on a_ 1000-wat 


schedule. 

Beginning in January, frequenc) 
modulation broadcasts will be per- 
mitted by the Federal Communica- 
tions Commission only on a com- 
license. 


mercial 


Sure it's a Bargain! A dime sto 
value! Large, full-color consumt 
broadsides showing your product 
in actual colors. Complete cost '* 
quantities of 200,000 or mot 
only eight-tenths of a cent eat 
We plan, write and produce co” 
plete. Write for Newscol® 
samples. 


SHOPPING NEWS 


Newscotore “Division CLEVRLA’ 
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Advertising Ne News 


; i | A. & P.—Swift’s Premium Hams, 
19c pound, and many other week- 
™ end specials, page 13. 


} : Associated Radio Co.—*Factory to 
*] You” prices on new radios, small 
| down payment, page 4. 


City Markets—Best White Bacon, 
stir] Ib. 10c, page 10. 


[aes%4 Duval Jewelry Co. — Diamond 
a8 Rings on easy terms, page 7. 


40. Falk’s—The second in a series 
miof Sell-ebration events with 
Miworthwhile savings on quality 
+34 merchandise, page 15. 


Dc Ferman Chevrolet Co.—Gigantic 
ayers) Used Car Price Reduction. Buy 
your used car now, page 19. 


“| Frederick's Markets—Low prices 
on meats, groceries, etc., page 11. 


pes Goff Jewelry Co.—A June bride 
S\NNE sale featuring Diamond Ensembles 
on easy terms, page 5. 


ae W. T. Grant Co.—SI —Slight irregulars 

ana in Isis Hosiery, pair 54c, page 22. 

nas Sib) 

ie agi Home Furniture Co.—12-pc. Bed- 
lonre-aid.)| FOOT. Suites $59.95, 19.95, $1 wk., page 3. 


=| Maas Bros. — - Men's ensembles, 
ol 1.) $3. 98, Maxene sheer hose, 59c, pg. 3. 


et de and food prices, page 12. 
iy: bi prices, pag' 
pict Penney's—Nationwide Sheets 81x 

} 99 for 69c, Cannon Bath Towels 
igs “23x44 for 25c, page 14. 


Column of saatiien news which now 
appears regularly on the front page of 
the Tampa Times. 


‘Tampa Times’ 
Adds Advertising 
News Column 


Tampa, June 12.—An advertising 
news feature in which highlights of 
offers made in advertisements that 
day are detailed, was launched June 
6 by the Tampa Times on its front 
page. The idea for the daily fea- 
ture came from Douglas C. McMur- 
trie, director of typography of the 
Ludlow Typograph Company, 
through Gordon F. Elrod, Atlanta 
district manager. 

The size of the advertisement in- 
side the paper determines the num- 
ber of lines of the _ individual 
listing on the front page. A quarter- 
page advertisement gets two lines, 
a half-page three and a full-page 
four. All advertisers are treated 
alike whether they buy space on a 
local, national or classified display 
basis 

“We think that now is the time to 
do everything possible that is con- 
sistent with sound publishing to woo 
advertisers into newspapers,” said 
Ralph Nicholson, general manager 
of the Times. “Our program of dis- 
counts for frequency and volume 
received such an enthusiastic re- 
ception from agencies and _ their 
clients that we were encouraged to 
make another low bow to them and 
to our local advertisers.”” The Times 
recently announced discounts fo1 
frequency and volume to national 
advertisers beginning June 1. 


KAUFMANN & FABRY CO. 


| World, was elected vice-president; 


Price Heads . P 
Chicago Publishers Sound Trademark 


Charles E. Price, Keeney Publish- of Bakery Trucks 
ing Company, was elected president . 
of the Chicago Business Papers As- Promoted on Air 
sociation at the annual meeting held 
June 10. He succeeds J. U. Farley, 
Domestic Engineering, who becomes 
a director. E. F. Hamm, Jr., 


Los Angeles, June 12.—Equipping 
its large new fleet of modern bakery 
Traffic trucks with musical horns as a 
neighborhood “sound 
the Davis Perfection Bakeries here 
is using radio station KFWB to 
familiarize its Southern California 


and Walter N. Clissold, Bakers’ 
Helper, and W. J. Hannon, Ameri- 
can Restaurant, were re-elected sec- 
retary and treasurer, respectively. 
A new director is Kingsley Rice, A ; 
ay Seis Gaieeran Tom Stoddard’s Bridge School of 
wmioamninetnns the Air is the radio program being 
Appoints Parsons, Dorr used, broadcasting daily except 
fae ; aston ys Saturday and Sunday from 11 to) 
Miami Beach Hotel Association | 
has appointed Parsons, Dorr & 1:15 a. m. Spot announcements | 
Hume, Miami Beach advertising| also are being used over the same 
agency, to handle its account. station. 


trademark,” | 


market with the identifying sound. | 


Transcriptions of the musical | Eight New Members 


trademark are being used in con- 
junction with the announcements, Join Audit Bureau 


covering the story of the new equip- New advertiser and advertising 
ment. The trucks are equipped with | agency members and the executives 
plate glass display cases with dust- 'who will represent them have been 
proof doors, chromium fixtures and |@mnounced by the Audit Bureau of 
accessories. The trucks also carry | Circulations as follows: Corn Prod- 
posters announcing the radio pro- | UC'S Refining Company, L. C. Rieck, 
gram. The campaign was created advertising manager; Metro-Gold- 
age ese ae, _| wyn-Mayer Pictures, Howard Dietz, 
by Willard G. Gregory & Co., LOS | director of advertising; Ohio Bell 
Angeles. /Telephone Company, Anson F. 
—_—_—_—— | He irdman, advertising manager; 
|Brown & Thomas Advertising Cor- 
B & O Uses Menu-Appeal poration, Thomas F. Hughes, direc- 
A 4-page cardboard menu _ in|tor of marketing. 
verse, printed in bright colors, és-| The following magazine’ and 
| signed especially for children and} newspaper memberships also have 
lentitled “The Dining Car That} been announced: Fox Comic Group, 
B & O Built,” is being given to boys| New York; You, New York; Crime 
and girls in dining cars on the}|Confessions, New York, and the 
Baltimore & Ohio railroad. Tribune, Royal Oak, Mich. 
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Which would YOU use— 
Sprinkling Can or Thimble? 


@ It takes a heap o° water to make the 
flowers bloom. And it takes a heap o° 
coverage to make the rich Omaha market 
bloom for YOU, It's a big market embracing 
816,690 radio homes—extending into six 
fertile farm states. And it’s a rich market, 
with nearly two billion dollars of spendable 


income every year! 


There's only one medium that provides 
thorough, intensive coverage of the entire 
Omaha trade territory. [ts radio station 


WOW. Include WOW 


ules. Youll reach more homes, in more 


your fall sehed- 


counties, with more money to spend. 


Remember, if you want the Omaha market, 
you want WOW. 


RADIO STATION 


John J. 
Owned and Operated by the Wood- 
men of the World Life Insurance 
. John Blair & Company. 
. On the NBC Red 
Write for Comprehen- 


Gillin, Jr.. Manager 


Society 
Representatives ee 
Network 


sive Surveys and Maps. 


5.000 Watts Day and 
Nighe 990 KC 


Covers the Omaha 


Market 


OMAHA, NEBRASKA 
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° . . they are prepared to accord t!) 
June Linage in JUNE LINAGE OF CANADIAN MAGAZINES Galvin Ta $ service which their customers de- 
- Pages wees TR Page o ‘teen mand. The retailers, as a matter o; 
Canada Magazines »:..... ree Saws PSST TGntee] fact, are reported to have mad 
aMaclean's Ma 4 &9 25,3 . . . 
Nears 1939 Level 32). hes i se Virgin Market matali ot Om cae af Cheeiee ‘ook 
Canadian Homes & Garder 7.6 A .9 26,799 margin on the sale of bicycles bei: 
nae ect ¢ er xt na slender. The gross ¢ , 
Chicago, June 13.—Gains scored by aa nal Home M 2 - ‘ - 196 2 2 . extr y sienc : g : Ss on t 
three of six major Canadian maga- im : — | sale of a radio is three oe wn 
zines in June linage failed by the Grou 156,499 157,819 | | as large as that on a bike, it is s; 

. : . Commercial Display in Canadian Farm Papers > experts oOrdinglv =e x 
scant margin of 0.8 per cent to 1940-—— 1939 . oy Cxgere. ee de: 
bring the total for the group to the , , ; ” Pages Lines, Page Lines | Chicago, June 13.—With tongue/ers are cooperating 1eartily wi 

"! rai 1 ' &.9 ( 9 5, 78 : a c ~, * ‘ " , ; 
1939 mark, according to reports tO| +Family Herald & Weekly Sta in cheek, Galvin Mfg. Company, | Galvin when wooing of the n 
t ition 4 q 7 7.799 a e +: arket. 
ADVERTISING AGE today. The six a Se oy oo a i4iz| Producer of the famed Motorola |' dio market 
magazines carried a total of 156,499 | b*Farmer’s Advocate & Home Magazine ‘ 24,154 26 18,393| radio, recently brought out a bike! Mounted on Bars 

<< Ac . are ta c : The Farmer's Magazine 0.4 14,29 18 12,984 | : , ‘ : si i _ 
lines as compared to 157,819 in) je(,nadian Countreman “ o1 637 24 16,993 | Model, intended for use of the boys,| 4. Motorola Bike radio boac: 
June, 1939. nn, Sse 97 nyt rr 14.715 | girls and grown-ups who man the) 41) o¢ the innovations which h 

. ‘a ri ta t 9.7 6,94 9 », 709 pa ° P e « « : ave 
Among those to show gains were Countun Guide bt War Wax War 17 13-491 | 7,000,000 bicycles said to be in use| (16 to be accepted as common- 
Maclean’s, Canadian Home Journal ~~ oe oe this country today. Galvin was| place by users of the Motorola 
‘ : . rota ( l 14% 25,475 . c i b. : , InN- 
and Chatelaine. Liberty, reporting iste |dubious about the chances for ac- ‘Ludi ‘ aerial The poe 
Mav lin: ' . its 1936 ree oo . led ; Oe mel | Cluding an aerial. ne receiving 
May linage, also bettered its 1939 atoms raat es ee ay ine ne |ceptance because the radio was set is 8 inches wide, 4% inches } 
| Db MAYS inage, not includes in tota | . e : . : , : life 
mark. ’ P ‘iced ¢ 95, < st as *h as . P 
. . ; Weekly, May linage, not included in total | priced at $19.95, almost as much as/| 444 314 inches deep. It is mounted 
June linage in the two Canadian *Figures supplied by Publishers’ Information Bureau 


farm papers reporting the figure for 
this month was 23.6 per cent ahead 
of 1939. The two papers—Farmer’s 
Magazine and the Country Guide 
and Nor’-West Farmer—carried a 
total of 31,498 lines as compared to 
25,475 a year ago. Seven other farm 
papers, reporting May linage, car- 
ried a total of 177,744 lines, a gain 
of 13.3 per cent over the 156,857 
carried by the same papers in 1939. 
Figures and page totals for the in- 
dividual papers are shown in the 
accompanying table. 


R. T. O'Connell Moves 
R. T. O’Connell 
larger quarters in 

bldg., New York. 


has moved to 
the Chanin 


| 
| 
| 


Crystal Issues Idea Book 
Crystal Mfg. Company, Chicago, 
has issued a 56-page book of dis- 
play ideas, covering the fields of 
action displays, Brite-lite, change- 
able copy, Edgelite, electric clocks, 
convertible floor displays, fluores- 
cent Glo-lite, counter, floor and il- 
luminated merchandise 
illuminated package displays, coun- 
ter reminders, 
wall signs and window displays. 


Joins Brown & Thomas 
William T. Malone, formerly with 


Bowman & Columbia, New York, 


has joined the copy staff of Brown 


& Thomas Advertising Corporation, 


|New York. 


displays, | 


travel-ad_ displays, | 


Gretz Expands Drive 
Larger space will be taken in 
Philadelphia newspapers by the 
William Gretz Brewing Company, 
Philadelphia, in a campaign which 


will include radio and _ outdoor 
posters. Geare-Marston, Inc., Phila- 
delphia, has the account, with F. 


Howard Seberhagen as account 
executive. 


‘Reed Names Korn 


William A. Reed Company, Phila- 
|delphia, has appointed J. M. Korn 
'& Co., Philadelphia, to handle pro- 
|motion of Medrex ointment and 
|soap. A newspaper and radio test 
campaign will be released immedi- 
ately. 


a bicycle costs. 

After a few weeks of cultivation 
of the new field, Galvin’s skepticism 
has changed to astonishment and its 
tentative gestures have given way 
to a hard-hitting, aggressive mer- 
chandising and advertising pro- 
gram. Its current conception of the 
bicycle field is as “the largest un- 


|on 


touched radio market in America.” | 


Dealers on Qui Vive 


The enthusiasm generated among 
Galvin executives by the potentials 


is matched by that of many of the} 


5,000 worth-while exclusive bicycle 
dealers who see new profit oppor- 
tunities unfolding. These dealers do 
not do all of the bicycle business, 
but they handle most of it because 


and felt that sales could be increased by showing 
his picture to every dealer's salesmen in the United 


States in a series of key city meetings, the entire 


_ industrial film? 


and what 
Markets? — 
soe ad a. — 


Here are some case histories of MODERN’S 


For one client, distribution only has value when 
shows are staged before adult women’s audiences 


within a close proximity of one of their outlets. 


distributive selectivity: 


of three years. 


MODERN obtained a better than specified average 
attendance and staged 2865 shows in specified 
quantities per month per territory over a period 


This client just released a new picture—again rely- 


ing on WODERN. 


Anotherclient sells mainly to men. and restricted his 


showing to 67 selected areas from coast to coast. 


MODERN controlled activity to specifications and has 
staged 5522 showings to men’s groups only. 


This program is still in circulation. 


Stillanother regular client brings out yearly models 


the client. 


series to start and finish within a two day period, 


MODERN supplied projection service at every point 
timed with the client's schedule and for the seventh 
year straight scored a successful performance for 


What is your problem? The above are but 3 out of dozens of satisfied clients. Modern 
Falking Picture Service can help you. lelephone Clrele 6-0910 or write to: 


MODERN TALKING PICTURE SERVICE, 


TRACE-MARK REG U S&S PAT OFF 


9 Rockefeller Plaza, New York. N. Y. 


INC. 


| Chicago, 


the handle bars with rubb 
shock-proof mountings. It is pow- 
ered by long-life Ray-O-Vac A and 
B batteries, which come in a specia! 
pack 1034x4%4x2% inches which 
easily mounted to the frame. The 
shape is such that the batteries « 
not interfere with the pedaling of 
the rider. 

Galvin is courting the new field 
with advertising in American Boy, 
Boys’ Life and Radio Guide. Copy 
in American Bicyclist and Motor- 
cyclist, Radio Retailing, Radio To- 
day and Radio Weekly is helping to 
awake dealers to the opportunities 

It is generally believed that 
1,600,000 bicycles were sold in 1939. 
The 7,000,000 now in service include 
750,000 which are available on a 
rental basis and the dealers offering 
this service have in many instances 
equipped their stocks with the new 
bike radio as a stimulant to demand 
yourfain-Cobb Advertising Agency, 
handles the Galvin ac- 
count. 


Chevrolet Dealers in 
Co-op Campaign 

After a test campaign 22 Chevro- 
let dealers in Philadelphia hav 
formed a guild to advertise and se!l 


used cars. Large space in fou! 
Philadelphia dailies lists the various 
used car offerings of the deale: 
members. The agency in chi 


Joseph Lowenthal, Inc., handles all 
particulars of the campaign, even 
to checking prices with various 
dealers when similar cars of like 
year and condition are offered at 
disproportionate prices. 

Oldsmobile dealers, after observ- 
ation of the workings of the Chey- 
rolet Guild plan, have formed a 
group to engage in the same sort of 
cooperative advertising to move the 
mounting stock of second-hand cars 
caused by trade-ins on unusually 
fine sales of new cars. 


Schick Promotes 
Gifford: Names Fisher 


K. C. Gifford, who resigned in 


January as general sales manager 


of the Toastmaster Products Div!- 
sion of McGraw Electric Company, 
Elgin, Ill., to take the same _ post 
with Schick Dry Shaver, Inc., has 
been appointed vice-president 
charge of sales of Schick. 

A. F. Fisher, formerly with Robe- 
son Rochester Company, has been 
appointed vice-president in charg 
of engineering and manufacturing 
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Edison Industries 
Reaping Harvest 
from Two Movies — 


Base Promotion Program) 
on Hollywood Version of 
Inventor's Life 


West Orange, N. J., June 12.— 
The two feature movies dramatizing 
the boyhood and manhood of 
Thomas A. Edison have fallen into 
the lap of the Edison Industries 
here like a couple ripe plums, full 
of the tang and luster of rich pro- 
motion fruit. And Thomas A. Edi- 
son, Inc., is not overlooking any bets 
in taking advantage of the bonanza 
wafted to it by the magic wand of 
Hollywood. 

The first production, starring 
Mickey Rooney as “Young Tom 
Edison,” shot the stock of the Edi- 


| Thomas 
|} cated by Clarence Brown, director of 


son name to brand new heights but 
the second film, “Edison, the Man,” 
which features Spencer Tracy in the 
title role and dramatizes the more 
productive years of Edison’s life, 
is the one which promises to pan 
out the real gold in them thar mer- 
chandising hills. 

The Edison Industries with some 
32,000 New Jersey residents pre- 
vailed on the producing company, 
Metro-Goldwyn-Mayer, to stage the | 
world premiere of “Edison, the 
Man” at The Oranges since the great 
inventor lived in The Oranges for 
the greater part of his life and also 
established there the laboratory, 
workshop and production plants of 
Thomas A. Edison, Inc. The event, 
coming late in May, was the real 
starting gun in the Edison promo- | 
tion program. 


Special “Edison Day” 


Spencer Tracy and Rita Johnson, | 
stars of “Edison, the Man,” led a| 
contingent of Hollywood celebrities, | 
who found The Oranges bedecked 
in true Mardi Gras fashion. Gov. | 
A. Harry Moore of New Jersey de- | 
clared a special “Edison Day.” Glen 
Gray and his Casa Loma orchestra 
supplied the music for a huge “Edi- 
son Pageant of Progress” ball, at- 
tended by the stars and numerous 
other celebrities. Some 45,000 spec- 
tators stood for hours in the rain 
and viewed the “Edison Pageant of 
Progress” parade. A large demon- 
stration of fireworks featured a 
gigantic profile of Thomas Edison 
against the blackness of the night 
sky An enormous photograph of 
Thomas Edison was erected outside 
the West Orange Town Hall. 

The buildings of the Edison In- 
dustries, themselves, were abund- 
antly decorated with flags, bunting, 
and 10 foot medallions showing Edi- 
son's profile. Giant floodlights were 
used around the Edison library and 
laboratories. Three floats of the 
Industries were features of 
Edison “Pageant of Progress” 
de in which scores of civic and 


Edison 


‘ 


BUYING POWER! 


Baltimore Index -126 
National Index- 100° 


According to 
SALES MANAGEMENT'S Survey 
of Buying Power--April 15, 1940 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


industrial organizations participated. 


A second “Black Maria,” first crude | 


motion picture theater, was erected 
on the laboratory grounds of 
A. Edison, Inc., and dedi- 


the film, as hundreds looked on. 


News of this celebration was not |! 


only local, but was projected to 
cover the entire country coordinated 
with paid advertising for the Edi- 
son Industries. Associated 


bilities of the premiere in The 
Oranges and the subsequent show- 
ing of the picture throughout the 
country. Small scale models of the 
“Black Maria,” colorful window 
streamers, dramatic posters and rep- 
licas of original Edison inventions 
will draw interest to modern Edison 


| products displayed in Edison win- 


Press | 


dows from coast to coast. Local re- 
lease dates of “Edison, the Man” are 


and United Press carried full story | being mailed to all Edison repre- 


and picture details of the event to 


newspapers all over the land. For} 
the first time in history a movie 
premiere was not only broadcast 


but also televised. Newsreel camera- 
men completed the coverage. 
Edison Industries is following up 


the “tie-in” and “cash-in” possi- 


sentatives and a well timed “Edison, 
the Man” tie-in 
planned. The 


campaign is 
campaign will be 
directed from the West Orange 
home offices and will receive the 
full support of national advertising 
and several house organs of Thomas 
A. Edison, Inc. Federal Advertising 


Agency, of New York City, handles 
the account. 


“Progressive Grocer” 
Editors Write Book 


Carl W. Dipman, editor, and John 
E. O’Brien, associate editor, of The 
Progressive Grocer, have written 
“Self-Service and Semi-Self-Service 
Food Stores,” a volume of more than 
300 pages dealing with every phase 
of this type of food store operation 

Completely practical and designed 
to give food store operators infor- 
mation which they can put to use 
in their own establishments, the 


book not only discusses advantages | 


and disadvantages of open display 
and self-service, but 
floor plans for units of this type and 
photographs of interiors of success- 
ful stores. 


reproduces | 


$100,000 Trust Fund for 
Price Advertising School 


The Charles Morris Price School 
of Advertising, Philadelphia, oper- 
ated by the Poor Richard Club, has 
been made the beneficiary of the 
income from a $100,000 trust fund 
set up by the will of Mrs. Carrie W. 
Hoffman, mother of the man in 
whose honor the school was estab- 
lished in 1924. 

The money is to be 
scholarships and cash 
meritorious students. 


used for 
awards to 


|\Changes Name 

The Chicago office of Transamer- 
ican Broadcasting and Television 
Corporation, national representative 
|of WLW, Cincinnati, has adopted 
| the name of that station in place of 
| its former title. 


GET OFF THE WAGON 


Fast disappearing from the American To get action from these action me- 
CONSISTENCY ... 
scene is the warbling huckster who, though diums requires frequent and consistent ac- THOU ART A JEWEL 
blessed with the voice of a Caruso, dis- tion on the part of advertisers... more fre- Analysis of activity of national te it 
newspapers shows that less than a third of their 
covered that while his songs were getting quently, perhaps, than 8 advertisements a campaigns survive a 13-week existence. Below are 
: tabulated the periods of activity of 468 national 
attention, his competitors were ringing year... more consistently than 7 weeks of advertisers in The Oklahoman and Times during 
: . 1939, a typical sample of a nationwide practice 
doorbells and getting ACTION. advertising activity... which was the effort ced al a eons 
. Advertising National of 
oe ? ;' of the median average national advertiser Activits Advertise Total 
Advertising action springs most 8 tivity vertisers Tota 
, in the Oklahoman and Times last year. S2 weeks 4 1 
abundantly and most profitably from on te 02 Satins 22 414 
action mediums. Newspapers are, and al- Is YOUR advertising ringing door- Se oe “ 1 m1 
. . . 7s < 14 to 26 weeks 6: sy 
lis . rez as > > f as . 5 to 13 weeks 151 32 
ways have been action mediums. They bells this year as frequently as your o> oe. a > 
' ‘ . es 2 
ring doorbells. And they, more than any Caruso comes around: 


other medium, enjoy the privilege of talk- 


ing shop the moment the door is opened 


... Of doing a thoroughly complete job of 


selling with advertisement-tools into whose 


plan and construction every ounce of 


brains and effort can be concentrated on 


the one essential objective... SELLING! 


ON THE NBC RED NETWORK ONE OF A SERIES OF ADVERTISEMENTS SPONSORED BY THE DAILY 


THE FARMER-STOCKMAN * MISTLETOE Express ® WKY, 
SPRINGS *® KLZ, DENVER (Under Affiliated Mgmt.) 


OKLAHOMA CITY 


* REPRESENTED BY 


THE UML OMUNIOMAN-OMUAIOA CITY Thies 


THE OKLAHOMA PUBLISHING 


COMPANY 


THe Katz 


OKLAHOMAN AND TIMES IN THE INTEREST OF A BETTER UNDERSTANDING BETWEEN ADVERTISERS, ADVERTISING AGENCIES AND PUBLISHERS 


* KVOR, COLORADO 


AGENCY, INC 
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What the Census May Reveal 


Preliminary estimates of popula- 
tion based on the 1940 census have 
already indicated significant 
trends which advertisers and mer- 
chandisers will want to study care- 
fully and in detail as the final 
figures appear and the pattern of 
population distribution is more def- 
initely established. 

One of the most important is an 
indication that large city popula- 
tions have not shown the increases 
which were characteristic of their 


some 


growth in past decades. The reason | 


for this is twofold: first, the depres- 
sion halted the industrial expansion 
which characterized American in- 
dustry and the great centers of 
industrial production in earlier pe- 
riods, and second, the trend of pop- 
ulation toward suburban areas has 
been accelerated by the develop- 
ment of better roads and more 
nearly universal ownership of au- 
tomobiles. 

While the populations included 
in the trading areas of the larger 
cities have probably increased, the 
figures for the primary areas will 
not show the gains which have 
come to be expected as typical of 
urban development since 1900. Thus, 


' 
while the consuming power of these 


areas, as a whole, has no doubt 
gained, there has evidently been a 
marked decentralization of popu- 
lation distribution, with the accom- 
panying phenomenon of decentral- 
ized buying. 


The big department stores in the | 


large cities have been conscious of 
this situation for some time, and 
have been studying ways and 
means of meeting it. Many large- 
city have been developing 
suburban branches to permit more 
distant customers to buy from them 
more conveniently. The 
town parking problem, in this day 
of heavy automobile ownership and 
travel, definite obstacle 
to the growth of store business in 
the central areas, and has tended 
to accentuate the movement of 
buyers toward suburban centers. 
The National Retail 
Association is one of the trade 
bodies which have been giving de- 
tailed study to the new picture as 


stores 


remains a 


down- | 


REMINDER ADVERTISING AT ITS BEST 


Litherty 
"That reminds me—it's Father's Day!" 
Ad-libbi 
-li ing 
Drama in Chicago Culprit: But Judge, I can ex- 


This littke drama goes with the 
copy below which broke on the 
startled male eyes of Chicago last 
week. The scene is a police court. 


| The cast: Culprit, a Casper Milque- 


Dry Goods | 


presented by changing retail buying | 


methods. Whether this will mean a | 
continuance of the development 
of department store operation § in 


suburban as contrasted with down- 
town shopping districts remains to 
be seen. Obviously such a move- 
ment presents new problems in ad- 
vertising and distribution. 


The depression, which tended to 


reverse the movement of young 
people from the country to the city, 
may have produced population fig- 
ures which will not remain stable 
in the current decade. With heavy 
industry again on the march, and 
with industrial activity likely to be 
stimulated for years by the national 
defense program, we may see in the 
1940-1950 population trend a new 
opportunity for urban expansion. 


Advertising Freight Services 


Several months ago ADVERTISING|the development of complementary 


AGE commented on the fact that the 
railroads, in the fact that 
they have progressed as rapidly in 
the improvement of their freight 
handling services as in the field of 
passenger transportation, have done 
very little to bring these facts to 
the attention of business executives 
and the public generally. While 
they have made brilliant and spec- 
tacular use of new streamliner de- 
signs, the introduction of air condi- 
tioning and the development of new 
and more economical forms of 


spite of 


rail 
service, they have been practically 
silent on the subject of how they 
have prepared themselves better to 
the American busi- 
ness in the handling of freight. 
That these 
rect is the recent 
freight of Railway 
Age, in which improvements in the 
handling of were re- 
The vast changes in the 
types of service offered, the speed- 
ing up of freight train 


serve needs of 

statements 
indicated by 

progress 


were cor- 
issue 


shipments 
viewed. 


schedules, 


motor truck service with rail trans- | 


port, and the streamlining of serv-| Judge, 


ice between important business 
centers, are all outlined in detailed 
and interesting fashion Thus the 
confirmed that the carriers 
have a real story for American busi- 
ness, one which they should begin 
to tell. 

The railroads have suffered from 
the illusion that their freight traffic 
is assured, and that they are merely 
competing with each other for the 
available business. The growth of 
motor freight service and the cur- 
rent development of water trans- 
portation should serve to emphasize 
the fact that the railroads must pro- 
tect and defend their natural and 
primary market in the service of 
shippers. Now that they have some- 
thing to talk about—in fact. to 
shout about—they should give their 


fact is 


freight traffic departments the same | 


kind of advertising they have so en- 
thusiastically and successfully sup- 
plied for their passenger services. 


toast individual, pale and watery 


THE STORE FOR MEN 
MARSHALL FIELD & COMPANY 


A Keockout fur 
Pather's Day 


gf 
— 
} 
LS erm | 
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Caveman Shorts 


Prehistor patterns © L lira. menter 


The 
An officer, usual type, and a 
the same. 


looking. Accuser: <A 


girl. 


pretty 


Girl: Judge, I was walking down 
the boulevard on my way to work 
Without any warning at all, this 
guy leaped out from behind a bush, 
let out a yell and tried to club me 

Judge: And then what? 

Girl: I let him have it with my 
left 

Officer: Yeah, Judge, he was out 
cold for fifteen minutes. It’s a clear 
case of attempted 


Girl: Not that. You flatter the 
| guy. 
Judge (to culprit): What's your 


name? 

Culprit: Dokes, your Honor. 
Dokes. I’m a bookkeeper. 

Judge: Officer, have you checked 
this guy’s record? 

Officer: It’s as he Judge 
He works for the Apex Efficiency 


Joe 


Says, 


| Company. Makes $27.50 a week and 


still owes for an appendicitis and 
ulcer operation he had last year. 


Judge: A vicious character if I 


ever saw one. 


plain— 

Judge: Spill it quick. 

Culprit: It began when I was on 
my lunch hour, day before yester- 
day. I passed by the Store for Men, 
remembered the Missus had told me 
to buy some underwear. I—I went 
in. 

Judge: Get to the point. 

Culprit: That’s it, Judge. It 
wouldn’t of happened if I hadn't 
gone in. I been wearing B.V.D.’s 
for years; was gonna get some 
more. But the clerk showed me 
something new. Said it was for 
virile fellas. Told me all about the 
prehistoric pattern and the ultra 
modern styling. 

Judge: Sixty days for this guy. 
He’s crazy as a loon. 

Culprit: But Judge, you’ve got 
to hear the rest. Lemme tell you 
what that clerk said. How he told 
me all about primitive man with 
the blood surging through his veins 
painted some kind of a crazy design 
on his cave. Same pattern as was 
on the shorts he sold me. Said it 
was dynamic, virile. I fell for it. 
I put on the first pair this morning. 
If I hadn’t worn ’em 

Judge: Worn what? 

Culprit: My Caveman shorts. 

Judge: You mean they affected 
you... mentally? 

Culprit: Yeah, 
thing went blank. 

Judge (To Girl): Do you know 
what he’s talking about? Did you 
ever hear of Caveman shorts? 

Girl: Hear of ‘em? Where do 
you think I got all the power in my 
left that laid this guy out? 

CURTAIN 


Judge. Every- 


Optical Milestones 


Bausch & Lomb Optical Company 


of Rochester, N. Y., has recently 
released an extremely interesting 
as well as useful publication for 


users of the company’s many and 
varied products. Almost completely 
institutional in character, the hand- 
somely gotten up booklet is devoted 
to pictures and biographies of the 
scientists who have made outstand- 
ing contributions to optical history, 
from Alhazen, who was born in 965 
A. D., to our own Benjamin Frank- 
lin. Pictures of the scientists are 
in full color, and direct promotion 
for Bausch & Lomb products is 
confined to a few pages in the back 
of the booklet. The publication of 
the booklet, incidentally, is classed 
by the company as a “rejuvenation” 
of a series of 12 historical pictures 
which have been issued in previous 
years. These, plus frames, are 
available from the company at cost 
| for use in classrooms and offices 


Information 
for 
Advertisers 


The following documents may }b, 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nation 
advertiser or advertising agen 
executive writing on his busin 
letterhead. 


| No. 1660. Mrs. America Has a Bu 


| breakfast to bedtime. 


No. 1663. 


Day. 

In a sequence of 16 pictures 
outdoor posters, each advertising 
different product, Edwards 
Deutsch Lithographing Compa 
tells the story of a busy day fr: 
The post 
not only tell the story fittingly, | 
form a clever presentation of pro- 
ductions for some of the leading 
advertisers. 


No. 1661. Househole Survey and 


Kitchen Inventory. 

The Cedar Rapids Gazette has 
issued this analysis of brand prefer- 
ences and buying habits of consum- 
ers in the Cedar Rapids market 
The study covers foods, beverages, 
soaps and cleansers, tobacco, elec- 
tric appliances, heating equipment 
and automobiles and accessories 


No. 1662. Readership Study of the 
JMG Magazines. 
Combined Publications, Inc., ! 
issued this study of the readers, 
child and adult, of the Juvenile 


Market Group of comic magazines 
Families are analyzed as to occupa- 
tion, income and ownership, and 
figures are given concerning the 
children’s influence on purchases 


Weigh the Facts. 

This folder, issued by Radio Sta- 
tion KWYO, Sheridan, Wyo., maps 
the station’s coverage areas, 
market data, and gives facts about 
its facilities and services. 


witl 


No. 1664. What About the Men 
True Story Magazine has issued 
its second annual study of magazine 
readership in the homes of new ca! 
buyers, this one going a step ahead 
of the 1939 report by showing the 
readership of the person who ac- 
tually bought the car. An inventory 
was made of magazines found in 
the buyers’ homes, by the “bu) 
back” method, and figures are com- 
pared with last year’s findings 


No. 1638. The Women and Mary 
Mason. 
A success story of the Home 


Forum program, conducted by Mary 
Mason, is related in this folder 
issued by Station WRC, Washing- 
ton, D. C. An outline of subjects 
covered in the program, a list of 
products advertised since last July, 
and statements from listeners and 
advertisers tell the tale. 


No. 1614. An Analysis of Ohio 
Liquor Sales. 


The Cleveland Press has issued its 


fifth annual survey of the Ohic 
liquor market, which includes de- 
tailed sales information for all 
brands in all classifications, with 


data on both wholesale and retail 
selling operations. A new feature 
of this study is a sales map with 
each county shown in proportion to 
total dollars spent for liquor during 
the year. A large map accompany- 
ing the study shows Ohio’s wet and 
dry counties. 


No. 1636. Continuing Data File on 
San Francisco and The Call- 
Bulletin. 


The Call-Bulletin, San Francisco, 


has issued this distinctive piece 
which consists of a file holding 
several booklets and is roomy 


enough to hold later material which 
will keep the file up to date. The 
file now includes a study of Sco’ 
whisky sales, a folder called “Facts 
About Liquor in San Francisco and 
Other California Markets.” 
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P & G Renews 18 
Serial Programs 
on NBC Networks 


New York, June 12.—Procter & 
Gamble Company has renewed all 
yrograms sponsored on networks of 
the National Broadcasting Com- 
pany, effective July 1, it was 
learned here today. Eighteen serial 
hows, using one hour on the Blue 
network and three and one-half 
hours on the Red network daily, 
are involved in the blanket renewal. 
Agencies handling the programs are 
Blackett-Sample-Hummert, Comp- 
ton Advertising, H. W. Kastor & 
Sons Advertising Company and 
Pedlar & Ryan. 

“Pleasure Time” Renewed 

Liggett & Myers Tobacco Com- 
pany has renewed “Pleasure Time,” 


featuring Fred Waring, for Chester- 
field cigarets, 


7 to 7:15 p. m. daily. Newell-Em- | 
mett Company is the agency. 
Lever Adds Question Box 
Lever Bros. Company will replace 
the “Big Town” series for the sum- 


mer months with “Uncle Jim’s | 
Question Bee” on June 18. The 
summer series will be broadcast 


over 67 stations of the Columbia 
Broadcasting System in addition to 
31 stations of the Canadian Broad- 
casting Corporation, and will be 
heard at the same time as “Big 
Town,” Tuesday from 8 to 8:30 
p. m. Ruthrauff & Ryan is the 
agency. 
New Hormel Program 

George A. Hormel Company will 
sponsor George Burns and Gracie 
Allen in a new program on a split 
NBC Red and Blue network of 60 
stations, beginning July 1. Hormel 
is currently sponsor on CBS of “It 
Happened in Hollywood,” which 
will have its final broadcast June 
28. The comedy team is at present 
sponsored by Lehn & Fink Prod- 
ucts Company on CBS. Batten, 
Barton, Durstine & Osborn handles 
the Hormel account. 


Carnation Renews 
Carnation Milk Company has re- 
newed the program starring Arthur 
Godfrey for 13 weeks, effective 
July 3. The show is aired Monday, 
Wednesday and Friday from 9 to 
9:15 a. m. on nine stations of the 
Mutual Broadcasting System Er- 
win, Wasey & Co. is the agency. 
Serial Renewed 
Gordon Baking Company has re- 
newed “One of the Finest” for 26 
weeks, effective July 2. The dra- 
matic serial is broadcast Tuesday 
and Thursday from 7:30 to 8 p. m. 
over three stations of the NBC 
Blue network. Young & Rubicam 
handles the account. 


Mystery Dropped 


Following the June 27 broadcast, 
Standard Brands, Ine., will drop 


reaches the a Pa 
Market on the 


weER..- 
Hit TOP BuYING yin nagar 


with one low E°e 
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GRANGE FARM GROUP 


MILLS BUILDING @ SAN FRANCISCO 
Representatives 
J Wm. Hastie, New York + F. E. M. Cole, Chicago 
Duncan A. Scott, Pacific Coast 


effective June 17. | 
The program is aired over 42 sta- | 
tions of the NBC Red network from | 


I Love a Mystery” for the summer 
and return it to the air Sept. 30. 
Currently heard for Royal desserts 
on an NBC Red network, the show 
will return to a Blue network Mon- 
day from 8 to 8:30 p. m., in behalf 
of Fleischmann’s yeast. J. Walter 
Thompson Company is the agency. 


News Quiz for Holsum 


Langendorf-United Bakeries, Inc.., 
is promoting its Holsum_ brand 
bread with a radio quiz program in 
which Dean Maddox, San Francisco 
master of ceremonies, asks ques- 
tions of an audience in the Orpheum 
theater, San Francisco, based on 
the week’s headlines. The _ half- 
hour show started June 14 over 
KSFO, San Francisco, and will be 
heard Friday night at 9:15 p. m. 


until July 5 when it will be broad- 
cast from 8 to 8:30 p. m. 


Sponsors Bob Garred 

Peter Paul, Inc, San Francisco, 
maker of candy bars and gum, will 
sponsor the afternoon edition of 
“Bob Garred Reporting,” thrice 
daily Columbia Pacific Network 
news summary, on a three-day-a- 
week basis beginning July 15. Bris- 
acher, Davis and Staff, San Fran- 
cisco, is the agency. 


Hucks Joins WBIG 

Herbert Hucks Jr., member of 
the faculty of the Greensboro, N. C., 
high school and director of radio 
education of the public schools, has 
joined the commercial staff of radio 
station WBIG, Greensboro, to direct 
merchandising research. 


Bell Advances Sheafor 


Jean T. Sheafor, who as assistant 
to the president, has had executive 
supervision over the advertising 
and information departments of the 
Michigan Bell Telephone Company, 
has been elected secretary and 
treasurer by the board of directors, 
succeeding the late George J. Brett 
W. Calvin Patterson succeeds Mr 
Sheafor as assistant to the presi- 
dent. 


FM Opens N. Y. Office 

FM Broadcasters, Inc., has opened 
a New York office at 52 Vanderbilt 
avenue under the direction of Dick 
Dorrance, for the past two and one- 
half years in the press department 
of Station WOR, Newark Head- 
quarters of the FM group will re- 
main in Boston. 


62 Years of Advertising 


A slide-film presentation of sam- 
ple advertisements in the Minne- 
apolis Journal from 1878 to the 
present was shown the Advertising 
Club of Minneapolis at its June 12 
meeting. Fay Tyler, in charge of 
the local WPA newspaper indexing 
project, showed the slides and told 
their story. 


WLOL Appoints Foreman 
Radio Station WLOL, Minneapolis 
and St. Paul, has appointed the 
Foreman Company, Chicago, as ex- 
clusive national representative. 


John Budd Co. Moves 


John Budd Company, newspaper 
representative, has moved from the 
14th to the 18th floor of the Tribune 
Tower, Chicago. 


“This week’s been a veritable 
shopping spree for me, J. T. 
First a new car and now three 


new summer suits ” 


“And don’t forget that NEWSWEEK 
contract you signed yesterday. 
Didn’t have to shop around when 
we got their May figures. Imagine 
their being 43°, ahead in linage 
and 77%, ahead in revenue over 


last May.” * 


*And this despite the fact that NEWSWEEK had five issues during May, 
1939, and only four issues this May! For four May, 1940, issues over 
the four comparable issues of last May, NEWSWEEK'S gain is 91% in 


linage. 136°] in revenue. No wonder that 


Now 1177S NEWSWEEK! 
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Dies Picketed 
at Meeting of 
Sales Executives 


Federation Plan of 
Economic Education to 


Be Rushed 


(Other news of the meeting on 
Page 22) 

Milwaukee, June 10.—As if to 
give point to the project of the Na- 
tional Federation of Sales Execu- 
tives to give the United States an 
education in economics and the 
basic concepts of democracy, nine 
CIO pickets paraded before the 
Schroeder Hotel Friday evening just 
before Congressman Martin Dies 
addressed the Federation. The pick- 
ets carried posters denouncing Dies 
as an enemy to labor, demanding | 
that lynching in the South be abol- 
ished and charging the visitor with | 
planning the establishment of con- 
centration camps for foreign-born. 

A handbill circulated at the same 
time and signed by the county CIO 
Council accused Dies of being the 


“field marshal” of the fifth column 
in the United States and urged 
readers to “unmask this general of 
America’s fifth column.” 


Welcomed by Federation 


This street scene was in contrast 
with the vista within the hotel, 
where 1,000 executives and 
their wives took every inch of avail- 
able space to honor the Congress- 
man in a martial setting. In his 
address, Representative Dies labeled 
Communists and Bund members as 
“enemies within our gates” and 
called for a mental rearmament of 
America. 

To prosecute its new campaign, 
the Federation has formed a Na- 
tional Economic Education Commit- 
tee, whose membership comprises a | 
cross-section of industry. William 
K. Doggett, Irving Trust Company, 
New York, is chairman. On the 
committee are such men as Charles 


sales 


Pelham, vice-president, Fuller &| 
Smith & Ross, New York; A. J. 
Kendrick, vice-president, World 


Broadcasting Company, New York; | 
Earle F. Pearson, general manager, 
Advertising Federation of America; | 
George V. Rumage, advertising 
manager, The Instructor, Dansville, | 


N. Y.; Robert Howard, sales promo- 
tion director, Hotel Astor, New 
York; F. W. Nichol, vice-president 


and general manager, International 
Business Machines Corporation, 
New York. The committee is to be} 
expanded to give labor and other | 
groups representation, Mr. Doggett | 
announced. 


Strategy Is Outlined 


The committee has laid down this 
platform: 

1. Our terms will be defined. 

2. All information will be pic- 
torialized. 

3. Factual information which 
can be substantiated in accordance 
with sound scientific and research 
methods will be used. We will deal 
with facts, not theories. 

4. A few common economic fal- 
lacies and the false premises on 
which they are based and from 
which erroneous economic theories 
and conclusions are drawn will be 
clarified. Factual evidence and some 
simple case histories will be used. 

5. We will do no research. We 
will use the factual material of 


agencies and organizations engaged 
in the development and dissemina- 
tion of constructive social and eco- 
nomic knowledge. 

The committee had a huge amount 
of available material on display at 
the convention. Some of this came | 
from the National Association of 
Manufacturers; from The Instruc- 
tor, which has been active in 
spreading facts about the profit sys- 
tem to its readers for teaching to 
school children; from the Advertis- 
ing Federation of America, and 
from McGraw-Hill Publisihng Com- 
pany, which printed the economic 
history of the United States in Fac- 
tory Management and Maintenance. 


A One-sided Viewpoint 


Arthur W. Ramsdell, vice-presi- 
dent of the Borden Company, New 
York, and retiring president of the 
Federation, said that the organiza- 
tion’s educational campaign must 
begin at home—among employes of 
member companies. The workers’ 
lack of information about the finan- 


qualified research organizations. 

6. We will do a job of coordina- 
tion and simplification, taking ad- 
vantage of work already done by 
others. Existing mediums for the 
dissemination of economic 
edge will be used. 


7. We will actively assist and | 


cooperate where practicable with 


YOUR BEST. Simnday PUNCH! 
—— a, 


——— 


More Sunday Circulation! 


Thee the Other 8 Southern Colifornie 
Seadey Popers Combined 


Gad AT A LOWER RATE! 


foresee the future existence of 


fornia. Yet today, Southern California is very 
much alive and petroleum has grown to be its 


greatest single income producer: 


000 is annually produced from 56 oil fields 
scattered throughout the region. To the 
majority of these active oil people, an alert 
column in the Los Angeles Examiner has _be- 
come their “Bible” for daily market quotations: 


by swift delivery before six each 


need is supplied to every oil district in the ten 
California. A 
service indeed, but it’s important to remember 


counties of Southern 


that the Los Angeles Examiner through vigorous 
editorials is recognized as an even more vital 


force in the development of this 


Do you wonder advertising in 


delivers more Southern California buyers to the 


advertiser? 


FEW million years ago our beetle-browed 
ancestors knew nothing of oil, and couldn't 


Southern Cali- 


over $200,000.- 


vast 


A. M. this vital 


valuable 


great industry. 
the Examiner 


EXAMINER |537,876| 2 | 
OTHER 
J encore eda |517,898 | L435] 


LOS ANGELES EXAMINER 


Represented Nationally by the RODNEY E. BOONE ORGANIZATION 


For tops in vacations this summer, travel the Coast. See 


California. 


the Fair in San Francisco, see the wonders of 


tion Convention in Vancouver, B. C., July 7 thru 11. 


Southern 


Take in the Pacific Advertising Clubs Associa- 


knowl- | 


cial and earnings structure was in- 
dicated in the case of the Borden 
Company by the suggestion of one 
of its men that the company could 
help the government in its efforts to 
increase buying power by the sim- 
ple expedient of raising the pay of 
each employe $1 per day. 

Mr. Ramsdell explained that Bor- 
den has 27,000 employes and makes 
a net profit of 93 cents per day on 

'each. Such a plan as suggested 
| would not only leave nothing for 
stockholders, but would give the 
|}company a deficit. Employes are 
outnumbered by stockholders, of 
whom there are 47,000. The former 
apparently do not know of the ex- 
istence of the stockholders, Mr. 


HYSTERIA 


An Appeal 
To The Spirit of 


Fair Play 


of the People of Anderson 

In the past few days I have been made the 

victim of a vicious rumor that has affected the 
ace of mind of my family and has resulted 
in material damage to my business. 

This rumor is to the effect that I am a 
Nazi sympathizer and that I have been taken 
into custody by the F. B. L, and charged with 
operating a Nazi short wave radio from my 
store. 

I herewith deny, and denounce .all such 
rumors as being absolutely false and without 
any basis in fact—and invite any individual or 
organization to make a full investigation of 
my activities. . 

To relieve myself and my family of the 
mental suffering occasioned by these cruel 
rumors, I cite the following facts:— 

1. I was bors im Transylvania (formerly « 
part of Hungary and now « part of Ru 
mania) and came to Canada with my 
parents in 1904, at the age ot twelve, 
settling at Winnipeg, where I attended 
public school 
In 1909 | moved with my parents, to 
Black Diamond, Washington. 

In 1915 I came to Anderson, where I 
worked for 13 years for The Gospel 


Trumpet Company. 
1 entered business for myself tn 1924. 


oe 


I have reared a family of five children— 
all born tm Anderson and all of whom 
bave attended Anderson schools. My 
oldest son is @ junior at Indiana Unt 
versity 
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BY CHOICE. 
7. The rumor that I had been apprehended 
by the F. B. L was checked by The An- 
derson Bulletin with the F. B. L at In- 
dianapolis and essurance was received 
that the F. B. L. bad “never beard of the 
man nor of the report.” 
I have placed my records in the hands of 
the local American Legion Post for in 
vestigatiqn. 
I belong to no organization of any kind 
except The Anderson Optimist Club and 
the Anderson Lodge B. P.O. BE Lams 
ber of the United Mine 
Workers of America, A. F. L. 


In view of these facts I appeal to your 
sense of fairness. My family and my business 
are suffering from the result of these rumors. 
I ask, in the name of reason, would a man in 
my position be guilty of acts that would bring 
suffering to himself and his family and injury 
to his business, for the sake of a country or 
organization to which he has never owed any 
allegiance? 


Matthias Schoger 


State of Indiana 
Madison County, 8: 

1, Matthias Schoger, sgnatory to the above do hereby 
make solemn oath that the statements contained therein are 
true. 


Matthias Schoger 

SUBSCRIBED AND SWORN TO before me, a Notary pub- 

Ie in and for sald Madison County, State of Indiana, this 24h 
day of May, 1940 A. D. 


Reed 
Notary Public 


My commission expires January 1, 1942 


Ramsdell said. 


He admitted freely that industry | 


A whispering campaign which painted 


itself is to blame for allowing such| 4" Anderson, Ind., merchant as a Naz 


| 
ignorance to exist among its work- | 


men and said that the complete 
story of the relationship of capital 
to labor must be told in 
which can leave no corner dark. 


Paramount Appoints 
District Ad Men 

| Eight resident advertising con- 
sultants have been appointed by 
Paramount Pictures, Inc., to work 
lout of the eight district sales man- 
agers’ offices, cooperating with ex- 
hibitors, local advertising men and 
|}company sales executives to get 
maximum results from advertising, 
publicizing and exploiting Para- 
mount releases. Alec Moss, home 
office advertising manager, will co- 
ordinate their activities. 

Field men and the cities to which 
they have been assigned are: Don 
Chambers, Boston; William Brooker, 
Philadelphia; J. Maxwell Joice, 


Cleveland: Clinton Bolton, Atlanta; | 


Bill Landsburg, Kansas City; Carl 
Kreuger, Chicago; Jack Daily, Dal- 
las, and Ralph Ravenscroft, Los An- 
geles. 


Beech-Nut Drive Opens 

Beech-Nut Packing Company is 
introducing a new chicken noodle 
| soup, with chicken broth and rice, 
which is being given large space in 
Eastern papers. The campaign is 
being handled by Newell-Emmett 
Company, New York. 


words | 


sympathizer resulted in the publication 
last week of this two-column notarized 
statement. 


Six Name Townsend; 
Daly to Staff 


| Townsend Advertising Service. 
| Burlington, Vt., has been appointed 
to direct the advertising of The 
Lion, Inc., Wilkesbarre, Pa., brewer 
(for Vermont); John McKenzie 
|Packing Company, Burlington: 
Hires Bottling Company, Mont- 
pelier; the Lodge at Smuggler’s 
Notch, Stowe, Vt.; Champlain Val- 
|ley Fruit Company, Burlington and 
Rutland; and Fitch Investors Serv- 
ice, Springfield, Mass. 
| George Daly, New York illustra- 
|tor and cartoonist, has been ap- 
| pointed art director. 


| Dux Products Appoints 


| Dux Products Company, Danvers, 

Mass., has appointed the Federated 
| Sales Service, Boston, as its mar- 
| keting counsel. 


Sell t HOTELS 


with 


THE HOTEL MONTHLY 


Vuembe ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


NAME 


UNDERWOOD 


319 E. 44th ST., N. Y.C. 
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to rely on ovr stock | 

i one more thon 10,000 differen’ 
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ADDRESS 


& UNDERWOOD 


241 E. ONTARIO ST., CHICAGO 


oe sa & & SS tm, 


mn ; fe ’ y a Ee pias . sil ho ante % a a i ia ¢ om oe: or - m by ; y ¥, Vi SrA z * ? Nites ‘ -w i se Bicsd q 3 2 £ Si 
: x My e A 2 oa be ¥ % a ae x ~ 5 4 i oe ie ~ ’ a 4m 2B, Kit “ si ee “ta 5 Be 4 = ee , * i ee. . . / ag # . Aig! Su eee 
ou n ee Po J 
aR eennnn nnn nn nner - 
E = 
is . | 
i : | C 
____ S 
ee E 
Pe 7 a . 
: B 
m 
S! 
ol 
ar 
hi 
Bi 
ee pr 
sericea I th 
D 
“" be 
i > . “ ar 
“o : ae: ee F — - 
Fa 4 -~ t pc 
F lh Of 
ae x bs & 
“a yt li has a bible In \oUuthern Lal ee —— Ee E 
i es 0 
Sai 4y a , , ee 
é 114 , / 
y* er wo 4 “\ e. of 
} ; { Le ‘ . J te i me "4 pI 
. i| a ,| hone * HIN OR S 
e , ) Z I| 7 rr - ! * i ? Se / —_— ne 
p j ‘ i _ ’ . +) 
A j —\Y. Bi ; ke ‘, W 
rai, — —— Ff A 1S Sa { ~ - 23 a Fi 
2 y ' Ore to Ni ey / ae | fb : 
| 3 ea “DE DSAA IE OX 28 IRS - 
x in )2 Sag == ; 4 | bese Wie ee p 
= APS m. a 4 | -\ . il = wee Pe th 
F Ae ABA eee Abe Ve eee Se ae ; 
a i fh ? cen SAP o— vy <x] Si 
i ; == VY U =| ta } V ‘. rf Aj 4 WaT" W 
a ~~ — ) Ne 5 ' K { a aT 
Ses Pale 1 Sed - ea S Tete _ 
ae  DXDK —a >= Te . av ce rs - 
Pe ‘$ > y | ; ' f a ix “es | * hx Ce 
BB eer oe ae 
7 LS Cy ot * <5 yi. 74 a= er 
+ “ae Bry a> YY Cy wee 
‘ Wom > a - " ~ BV Sa6 Be ) x | C 
; Stee yaw car Wel Pe ll: Bee 
ie ¥ | r. Dy . nr o > —..- o 
Mee: LARD 
mee. ‘Bp \f f : ‘ . . all : J _— = { 4 al - a 
Py s oe ep at 
‘ <a — en, pe at 
Vist) i (0 2 
pe ’ ‘ y 2 m; 
oe IK ye Ce 
j { ‘st : * , | Sen to 
oe) ; 
i i | bl 
‘ " 4 
ign | | le 
P : ha 
i tis 
; , ——— ee pe 
le — 
fa real : tee a" 
* coe a = Si WN ee tected by signe 9. Non-exclusive °° 
_ ‘ : eo 74 aageeacassessee 
ee Bill us for it [| Send on oppry™™ 
ee , 
is } Fe 
; 4 a: 1 
: Se 
shin H 
; —— =... a 
™ SS ae | . 
| | 
: ee 
aey : 
ear ET Nar: Tee SE EET abe: RR a RC OR OF ee Fer Sees SepEa Ree SE ee Bae ee Ber nee er, 
Wc Phere » ee , ae te a Se : ae om: i ieee ; AF Ru > e 4 te & re a ce fs oe < ee M + es! ~ Ss bet ”-c eee: 2s aon FP ale 


re 


a (> 


i & A. a 


June 17, 1940 


—— = "Ries, ‘ig aE RE. ve 
; oe 


= 


ADVERTISING AGE 


15 


PROMOTED 


Arthur 
made merchandising manager of appli- 
ances for the General Electric Company, 


L. Scaife, left, 


who has been 


and Harold P. Smith, who has been 


Weighty Subjects | 
Await Attention 
of Retail Meef 


New 


12.—“‘Shall we 


discontinue acceptance of advertis- | 


ling allowances?” 
|}ment stores push private brands?” 


“Should depart- 


These are two of the provocative 


questions 


program of the 


mid-year convention of the National | 


| Retail Dry Goods Association in 


: | Chicago the week of June 17. While | 
made assistant to B. W. Bullock, G-E the answers would seem to be of 


appliance and merchandise advertising 
manager. 


G-E Promotes Scaife, | 
Smith, Johnson, Taylor | 


Arthur L. Scaife, who has been | 
assistant manager of the General 
‘lectrie appliance and merchandise 
department’s advertising division at 
Bridgeport, Conn., has been made 
merchandising manager under C. M. | 
Snyder, appliance sales head. Har-| 
old P. Smith, who has been assist- | 
ant to the appliance sales manager, | 
has been made assistant to B. W. 
Bullock, appliance and merchandise | 
advertising manager at Bridgeport. 

M. G. Johnson has been ap- 
pointed production supervisor of 
the advertising division, succeeding 
D. A. Wood. L. H. Taylor, who has 
been assistant manager of credits 
and collections of the appliance and 
merchandise department at Bridge- | 
port, has been made consultant on 
operations of distributors, reporting 
to Mr. Snyder. 


} 
| 


Elect Ham President 
of Springfield Club 


Peter Ham, advertising manager 
of the Farm Credit Administration 
of Springfield, Mass., was elected 
president of the Advertising Club of 
Springfield, June 5, succeeding Ken- 
neth Hinshaw. Other officers elected 
were: Ist vice-president, Robert 
Fuller, G. & C. Merriam Company; 
2nd vice-president, Henry W. Law- 
son, Springfield Gas Light Com- 
pany; treasurer, Archie A. Mat- | 
thews, Springfield Newspapers; 
secretary, Leonard Marcus, Marcus 
Sign Company; assistant secretary, 
Walter Ellis, Eastern States Farm- 
ers’ Exchange; directors, Ronald W. 
L. Pierce, Arnold Roberts Paper 
Company; Margaret Hummel, West 
Springfield News; Mathilda Farber, 
Albert Steiger Company, and Rob- 
ert B. Clark Jr., Strathmore Paper 
Company. 


Urges Moderate Drinking 

A newspaper campaign featuring 
a Father’s Day appeal for moder- 
ation in drinking was released last 
week by Seagram Distillers Cor- 
poration, New York. Approxi- 
mately 150 newspapers were used. 
Copy, illustrated by a drawing of 
a small boy about to write a note 


to his parent, declared that “in- 
temperate use of liquor is a cruel 
blow no thoughtful father would 


ever wish to inflict on his son.” 


Jenkins Joins Hall 


Charles G. Jenkins of Eden, N. Y., 
has joined Melvin F. Hall Adver- 
Using Agency, Buffalo, as account 
executive and copy director. 


COLUMBIA'S ~ 
STATION 
FOR THE 


OUTHWEST 


FH 


WICHITA | 


a 
- 
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supreme 


to department 


stores, the agenda indicates that 
some more general queries may 
weigh as heavily in the balance. 


For instance: “Will the European 
war result in Paris’ loss of its tradi- 
tional position 
of the world?” 

The ready-to-wear division will 
consider promotion of a “Dress-Up 
Sunday” in addition to Easter and 
will trade experiences on the sale 
of nylon hosiery. 

The merchandising division will 
join hands with the sales promotion 
group Wednesday morning under 
the chairmanship of G. Ray Schaef- 


as the style center 


|fer, Marshall Field & Co., Chicago. 
Frank J. Kaus, The American 
Weekly, will discuss “Emotion in 


Promotion,” and Commander F. W 


Reichelderfer, chief of the United 
States Weather Bureau, will tell 
how daily weather reports help de- 
partment stores add effectiveness to 
their advertising. The session will 
also include a showing of* the “Men 
at Work Movie,” picturing how well 
known advertising 
their daily chores. 


men go about 


Selling the Males 


Richard Flanagan, publicity di- 
rector of The Fair, Chicago, will 
preside at another joint meeting 


Thursday morning, when a speaker 
yet to be selected will discuss coor- 
dination of the efforts of buyers, 
merchandise managers and adver- 
tising managers in productive sales 
promotion. Jack Smith, account 
executive of Campbell-Ewald Com- 


pany, New York, will talk on “Bon- 
nets for the Boys,” an analysis of 
the recent campaign to increase 
clothes-consciousness among males. 
Radio will be aired at the same 
meeting by John P. Nell, of Station 
WOR, New York. The labeling 
situation will hold the limelight 
Tuesday afternoon when Fred C. 
Hecht, merchandising genius. of 
Sears, Roebuck & Co., Chicago, will 
tell of that company’s pioneering. 
The viewpoint of the Federal Trade 
Commission and of the adjustment 
manager will also be presented. 


Imp Names Frankel-Rose 

Imp Cosmetic Company, Chicago, 
has appointed Frankel-Rose Com- 
pany, Chicago, to handle its adver- 
tising account. 
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DENTIST 


THE BUSY WOMAN WITH A BAD MEMORY 


Impress her forcibly— 


repeatedly —dramatically— 
colorfully - - - 


| MRALALARD MR 


Oorooor Aoverrisine Incorporatep 


National Sales Representative of the Outdoor Industry 


60 East 42nd Street, New York City 
Atlanta + Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St. Louis - San Francisco 
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Defense Group 
fo Keep Watch on 
Consumer Prices 


Washington June 13.—Consumer 
activities will not be overlooked by 
the federal government in. the 
undertaking of the national defense 
program. 

This became apparent when it 
was learned that Harriett Elliott, 
dean of women at the University 
of North Carolina, who was named 
a member of the President’s Na- 
tional Defense Commission, has 
been designated to give her entire 
attention to the consumer price 
situation. 

Little has been heard from Miss 
Elliott since her appointment to this 
position, since federal officials con- 
cerned with consumer prices have 
declared that nothing has yet de- 


veloped to indicate that retail prices | 


of any substantial number of com- 
modities have been’ materially 
affected by the war situation. 


Preventive Work Planned 


The President turned this func- 
tion of watching consumer prices 
over to Miss Elliott, it is understood, 


not because there is anything that | 


but in 
now to 


immediate attention, 
that she may start 


needs 
order 


survey the entire picture and ac- | 
quaint herself with the structure so | 


that if any extreme breaks in the 
structure develop or appear to be 
imminent, steps can be immediately 
taken to prevent them. 

Those close to the subject here 
point out that prices of some con- 
sumer goods made a momentary 
dash towards getting out of line last 
September when the European con- 
flict first developed, and that during 
the World War such prices got 
entirely out of hand and 
there for some time after the war 
had started, with the result that 
the picture was not brought into 
proper focus until a separate gov- 
ernment organization was set up 
with broad powers to cope with the 
situation. 

Miss Elliott is now giving only 
part of her time to her new work 
on the defense commission, but 
with two of the members of the 
commission already having resigned 
their positions in private employ- 


ment to devote their full time to 
the commission work and others 
indicating that they may move 
similarly, it is felt likely that Miss 
Elliott might take indefinite leave 
from the university for this pur- 
pose, too. 


Libby Pushes Kremo 

Libby, McNeill & Libby, Chicago, 
has launched a campaign promot- 
ing the sale of its pineapple juice 
and a new drink made with the 
juice called Pineapple Kremo 
Grape juice and loganberry flavors 
will be introduced later. Counter 
Freezer News, window posters and 
direct mail are being used 


(Advertisement) 


New Program Record 
Ahead for Red 


The last nine consecutive CAB 
reports have shown the NBC Red 
Network out front with 8 out of the 
10 most popular programs 

While this is nothing new to the 
Red, CAB reports for the past four 
months have consistently and unin- 
terruptedly pointed to the Red as 
listeners’ choice—and this is a 
showing that indicates a new high 
mark in audience preference before 
the year is out. 

Statistics on 
show that in every year since 
broadcasting began, the Red Net- 
work has carried more of the top- 


program ratings 


ranking, audience - building pro - 
grams than any other network 
This performance helps explain 


why advertisers in 1939 invested 
more money in the Red than in any 
other single advertising medium in 
the world. It also explains why, 
in the first five months of 1940, 
these Red advertisers topped their 
1939 investment for the same pe- 
riod by more than $1,150,000 


stayed | 


Tells of Matson Drive 


How the Matson Navigation Com- 
pany used newspaper advertising 
to counteract fears of sea travel 
and thus restored Hawaiian book- 


ings is told in the June issue of 
“Advertising Facts,” published by 
the Bureau of Advertising of the 


American 
Association. 


Re-elect Challman, Arthur 


Newspaper Publishers 


The Better Business Bureau of 
Minneapolis has re-elected R. E. 
Challman, director of advertising 


and sales promotion for Munsing- 
wear, Inc., Minneapolis, as presi- 
dent, and Hugh Arthur, vice-presi- 
dent in charge of advertising for 
the Dayton Company, Minneapolis 
department store, as vice-president. 


Gore to Green-Brodie 

Michael Gore, formerly vice-pres- | 
ident of Hudson Advertising Com- 
pany, has joined Green-Brodie, Inc., 
New York advertising agency, as 
account executive. 


‘Giveaways’ Not | 
Sound, Ingram 
Tells Marketers 


New York, June 11.—The grow- 
ing practice of manufacturers, par- 
ticularly in the drug and toiletry 
field, of substituting “give-away” 
promotions for well-conceived ad- 
vertising programs was decried here 
last weekend by R. J. Ingram, sales 
promotion manager of Bristol-My- 
ers Company. 

He told the New York chapter of 
the American Marketing Associa- 
tion that offering consumers twice 
as much toothpaste for their money 
cannot force them to use twice as 
much. Neither can consumers be 
expected to pay the full price of a 
toothpaste after they have been able | 
to purchase the same item for pent 
siderably less, he added. 

Mr. Ingram outlined a sales pres- 
entation prepared for dealers in 


| 


|material is not enough. 


| which it was pointed out that ad- 


vertised brands are responsible for 
the store traffic which helps sell 
other merchandise. He said that 
30 per cent of the average store rent 
is for window space, and that this 
valuable space should be devoted 
to traffic-getting merchandise. 

Mr. Ingram suggested to the mar- 
keting men that making available 
point-of-sale helps such as display 
He urged 
that accurate checks be made to 
determine the extent of use of this 
material. 


“Elks Magazine” Appoints 
Elks Magazine has appointed 
George W. Weatherby as West Coast 
manager with offices at 714 W. 
Olympic boulevard, Los Angeles. 


Serv-O-Stan Appoints 
Serv-O-Stan Company, Inc., Mil- 
waukee, has appointed H. C. Mul- 
berger, Inc., Milwaukee advertising 
agency, to handle its account. 


Campaign for Military 
Training Launched 


A national publicity and prom: 


tional campaign for compulson 
military training and service h; 
been launched by the Nationa 


Emergency Committee of the Mi! 


tary Training Camps Association o: 


the United States. 
formerly with the New York World 


Perley Boon 


Fair, is in charge of the office a: 


| 28 W. 44th street, New York. Pui 
|licity work will be supervised } 
Colonel Julius Ochs Adler, 
president and general manager \ 
the New York Times. 


Sweyd Joins Screenland 

A. M. Sweyd, who forme: 
headed his own agency, has be: 
appointed advertising representati 
of the Screenland Unit. 


Rosette Adds Wihnyk 


Maxwell J. Wihnyk, forme: 


vice- 


|with Wadsworth & Walker, Nev 


York, has joined Rosette Advert 
ing Agency, New York. 
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water is the slickest conductor of | 


So, in sele 


site for the erection of W ] Al *s! 
$0,000-watt transmitter, NBC et 
looked for a location that wou 


best advantage of the salt water 


New York. 


After years of search, the) 


When WEAF ground waves ‘tak 
to the water”—wmillions in New 
York area will become steadit! 
customers of Red Network adver 
tisers than ever before. 
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June 17, 1940 


ADVERTISING AGE 


Wahl and Agency 


Sued Over ‘Take It 
Or Leave It’ Show 


Washington Station 
Charges Infringement of | 
Program | 


New York, June 11.—Suit for 
$240,500 damages and a restraining 
injunction was brought 
Vahl Company and _ its 
Biow Company, in United States 


against 
agency, | 


|also included an option for an addi- 


‘which operates Station WOL, Wash- 


ington, alleged in the complaint that 
it originated the idea of doubling 
the prize for each successive cor- 
rect answer if quiz contestants elect 
to continue on a “double or noth- 
ing” basis. A program based on 
this idea, called “Double or Noth- 
ing,” was launched over WOL last 
December. 

Through the William Morris 
Agency, the complaint charges, the 
program was sold to Brown & Wil- 
liamson Tobacco Corporation, with 
Russel M. Seeds Company, Chicago, 
serving as the B & W agency. The 
sale was made April 2, and called 
for a 13-week test at $750 a week 
with a 13-week extension clause at 
the same rate. Terms of the deal 


district court here yesterday by | tional two years at an ascending 


American Broadcasting Company, | 


charging that the “Take It or Leave 
It” quiz show sponsored by Wahl 
infringes a program owned by the 
plaintiff. 

American Broadcasting Company, 


scale of $1,250 to $2,000 a week. 
Contract Cancelled 


The Wahl program was launched 
April 21 over a network of 28 sta- 


According to the com- 
plaint, several letters of protest 
were ignored, and Brown & Wil- 
liamson cancelled their contract 
pending determination of ownership 
of the idea. 

In order to further insure its 
right of ownership, American 
Broadcasting Company charges, the 


System. 


| title “Take It or Leave It” was pur- | 
|chased from Paul Conrad. The 
|program bearing that name was 


aired over Station WHN, New York. | 


Announce Sports Show 
The Hunters and Winter Sports 
Show will be held in Chicago Sept. 
21-29 in conjunction with the mid- 
eration of Sportsmen’s Clubs. 
R. 
co-managers. 


Joins Pacific Mills 


Thomas W. Evans has been ap- 


Jim 
Mahon and R. B. Birch Jr., are 


New York. 


AMA Re-elects Dodd 


| ident 


year convention of the Illinois Fed- | 
| 


pointed head of the rayon men’s June 
, ““~ | wear department of Pacific Mills, | entitled “Swingo,” is aired Sunday 
tions of the Columbia Broadcasting | 


Alvin E. Dodd continues as presi- 
dent of the American Management 
Association as a result of election 
of officers. Other officers are chair- 
man of the Board, W. L. Batt, presi- 
dent of SKF Industries, Inc., Phila- 
delphia; chairman of the executive 
committee, Thomas Roy Jones, pres- 
of American Typefounders, 
Inc., Elizabeth, N. J.; chairman of 
the finance committee, Harold V. 
Coes, manager of the industrial de- 
partment of Ford, Bacon & Davis, 
Inc., New York; treasurer, James 
L. Madden, 3rd vice-president, Met- 
ropolitan Life Insurance Company, 


| New York; and secretary, Henry J. 


Howlett, New York. 


Morris Expands Network 
Philip Morris & Co., New York, 
will add 27 stations to the network 
for “Philip Morris’ Musical Game,” 
making a total of 63 stations of the 
Columbia Broadcasting Station, on 
16. The program, formerly 


| from 8 to 8:30 p. m. 


what NBC Wc 


SALT-WATER W 


tlie tiated 


Long Island. As you can see from the pic- better-than-ever signal to WEAF’s lis- 
ture above, the path from antenna to New tening millions, is going to mean more 
York is almost entirely over salt water. listeners... greater sales and profits... to 
\t present the new transmitter is being Red Network advertisers. 
bult—from plans which took more than Add to this the known fact that the 
a year to formulate. It will probably com- Red Network provides its advertisers with 
Mence operation in September. When it radio's biggest listening audience and you 
does, the first station of America’s first have a mild idea why, again last year, they 
netv.ork is going to exert an even more invested more money in Red Network 
pe rful influence over the New York time than in any other single advertising 


market's buying millions than at present. 


Wi become WEAF enthusiasts’ 


| the right spot in Port Washington, 


and new thousands in the most pro- 


ve listening area in the United States 


x 


MARKS THE 
SITE OF 


WEAF 'S 


NEW 
TRANSMITTER 


‘(/ means by its 


Thus the ‘‘salt-water way,’” by 


medium —almost $35,000,000 


in stations and programs 


since radio broadcasting began. 
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providing 


The Red 


“ TO GREATER SALES IN 
GREATER NEW YORK!” 


NETWORK 


The network mos! people 
listen to most! 


Synthetic Tires 


to Reach Public 
at End of Month 


New York, June 13.—Automobile 
tires made of B. P. Goodrich Com- 
pany’s new synthetic rubber mate- 
rial, Ameripol, are now being manu- 
factured at a rate of over 500 per 
month, and it is likely that the first 
supply will reach the consumer 
market by July 1, it was learned 
here today following Goodrich’s an- 
nouncement of the development of a 
“Liberty rubber” capable of replac- 
ing the natural product. 
The emergence of man-made rub- 
ber from the laboratory after 14 
years of research expected to 
prove a merchandising event of 
considerable significance. Advertis- 
ing plans have not been formulated 
as yet, but it is expected that a pro- 
motion program will be drawn up 
within the next few weeks. Ruth- 
rauff & Ryan is the agency. 
Tires Higher Priced 

Ameripol is more expensive than 
rubber, and the new tires will prob- 
ably be priced in the beginning 
about 30 per cent higher than those 
now available. The synthetic sub- 
stance will replace natural rubber 
in proportions varying from 50 to 
100 per cent in the new Goodrich 
line. Ameripol can be _ processed 
and vulcanized like rubber, and will 
probably be adapted for use in other 
rubber products in the future. 

Petroleum is the basic raw mate- 
rial from which the synthetic rub- 


Is 


ber is made. A gas obtained by 
cracking petroleum is __ liquefied, 
mixed with ingredients prepared 


from natural gas and air, and then 
made into a milky emulsion which 
when heated and agitated forms an 
emulsion of synthetic rubber. 
Ameripol is said to be “equal or 
superior to natural rubber in many 
of its important properties.” 

John L. Collyer, Goodrich presi- 
dent, declared that the research de- 
velopment which has hitherto been 
clothed in secrecy was revealed be- 
cause of the importance attached to 
the national need for assurance of 
rubber supplies part of the 
country’s defense program. 


as a 


Auto Officials Testify 
to Used Car Values 


Sixteen 1,000 line advertisements 
to appear twice a week for eight 
weeks in the Ohio State Journal, 
Columbus, have been prepared by 
Sid R. Phillips, advertising director, 
to present an institutional message 
about the used car market. In each 
advertisement the comments of a 
leading automotive figure on the 
used car market are presented. 

The series is designed to increase 
activity in the used car field by 
pointing out the opportunities now 
available to buyers. 


Bloomgarden to KMOX 


Lee Bloomgarden, formerly copy- 


writer for Wills & Co. and Olian 
Advertising Agency, both of St. 
Louis, has joined the continuity 


| staff of KMOX, St. Louis. 


| 


(Advertisement) 


Red Network Takes to 
Water in N. Y. 


Long known as the “network with 
the best stations,’ NBC Red is go- 
ing ahead with improvements that 
set new highs in market coverage. 
Typical of its activities is the choice 
of a site for WEAF’s new 
transmitter, which will the 
metropolitan area with a powerful 
25 mv/m signal, day and night. 


new 
cover 


Strategically located at Port 
Washington, the transmitter will be 
the only New York network outlet 
that sends its signal in a direct line 


from the transmitter to mid-town 
Manhattan over the salt water of 
Long Island Sound. 

This new salt-water way to 


greater sales in Greater New York 
is going to make the Red an even 
more powerful sales influence than 
before—at no 


increase in cost! 
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ADVERTISING AGE 


Voice of the Advertiser 


This department is a reader’s forum. 


Clarifies Position on 
N. Y. Bus Advertising 


To the Editor: In the last para- 
graph of the article “Collier Com- 
panies File Petition in Bankruptcy,” 
in your issue of June 10, there is 
a misleading statement which we 
would like you to correct in the 
next possible issue of your paper. 

You state: “Some of the com- 
panies listed have contractual rela- 
tions with the Fifth Avenue and 
other New York bus lines .. .” 

None of the Collier companies has 
any connection with the advertising 
concession in the Fifth Avenue 
buses. The advertising concession 
in the Fifth Avenue buses is con- 
trolled, and since 1915 has been con- 
trolled by me. 

The only connection, which is a 
very slight one, is that the Fifth 
Avenue Coach Company is a sub- 
sidiary of theeOmnibus Corporation, 
as is also the New York City Omni- 
bus Corporation, in whose buses the 
Collier organization has had the ad- 
vertising concession. 

My office, however, has no con- 
nection with any of the Collier 
organizations and I will therefore 
appreciate it if you will publish a 
correction of your statement. 


J. H. LIVINGSTON, JR., 
New York. 
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Students Prove Mettle 
by Devising Campaign 

To the Editor: During the past 
several months a group of young 
men and women of the Northwest- 
ern University Advertising Club, 
Wieboldt Hall, Chicago, have been 
engaged in an original advertising 
campaign plan for a_ breakfast 
cereal product known as 
Trix Wheat Cereal. 

I am enclosing detailed informa- 
tion, photographs and _ photostats 
that relate to the huge undertaking 
that now nears completion. 

As you know, there are right here 
in Chicago scores of young people 
who are eager to enter the adver- 
tising profession but are continu- 
ously turned away by employers 
because of their lack of experience. 
Well, these young men and women 
of the N. U. Ad-Club devised a 
method whereby they may hurdle 
this first obstacle in a 
limited way. 

What did they do”? These young 
people, ranging in ages from 20-25 
years—all students in evening ad- 
vertising classes at Northwestern 


University—found time to meet 
every Friday evening during the 
past year and evolve a complete 


advertising campaign recommenda- 
tion plan for an original product... 
Honey-Trix. This complete plan 
includes the phases of Product 
Analysis, Market Analysis, Copy, 
Layout, Media, Radio and Sales 
Promotion that would be included 
in any campaign recommendation 
offered by an advertising agency to 
its potential client. Each member 
of the Ad-Club actively participated 
in this advertising campaign by 
contributing any kind of work that 
he or she thought each were capa- 
ble of doing . of course under a 
strict supervision maintained by an 
advisory board maintained within 
the Ad-Club. In this way, each 
member was able to prove to him- 
self or herself and the group-at- 
large what important role each can 
play in the advertising profession. 

It is the contention of these young 


Honey- | 


kind of a} 


Letters are welcome. 
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THE ANSWER TO THIS QUESTION INVOLVES YOUR FU- 
TURE PERSONAL AND NATIONAL ECONOMIC SECURITY 
AND THAT OF MANY 


COMING 


W217, Deleware Trust Building, © mington Delaware Phone, ATIO 


GENERATIONS 


readjustment of presen dey Boders 
bs ne oune 


for 
Promptly and raurteousls 


This 1,500-line advertisement in Wilmington, Del., newspapers June 7 is an example 
of a growing class of advertising, in which public issues are being discussed by 


private groups. 


The advertisement here, sponsored by ‘The National Foundation 


for the Direct Public Ownership of Government Securities,” is said to be the first 


of a series to appear in Wilmington and other cities. 


It invites correspondence 


for further information. 


Trix Wheat Cereal will be pre- 
sented, showing the methods of ap- 
proach; sales promotion strategies; 
uniqueness of package and design; 
copy and layouts to be used in the 
various media; actual recorded spot 
commercials for radio—and several 
stunts in presenting various phases 
of this advertising plan. 

Some of the prominent advertis- 
ing men who will attend and give 
brief talks are: Lloyd D. Herrold, 
professor of advertising, Northwest- 
ern University and Sponsor of the 


tising manager, National Tea Com- 
pany; Chas. Prilik, art director, J. 
Walter Thompson; John B. Morse, 
account executive, Blackett-Sam- 
ple-Hummert; Don McCray, art di- 
rector, instructor in layout, North- 
western University; E. Richer, pres- 
ident Chicago Federated Advertising 
Club; Bradley P. Williams, research 


many others 


As a fitting climax to this ban- 
quet a chapter of the national 
advertising fraternity, Alpha Delta 
Sigma, and advertising sorority, 
Gamma Alpha Chi, will be installed 
by Charles Younggreen, national 
president of the Alpha Delta Sigma 
and executive vice-president, 
Reincke-Ellis-Younggreen & Finn. 

Thus, it is hoped, that this work 
completed by the N. U. Ad-Club 
| will prove to be a stepping stone in 


people that the principles of adver- |the “right direction” for each of 


tising taught them in class could be 


incorporated into an actual practical | 
and to| 
prove to the advertising profession | 
neophytes | 


“stuff” that is so essential|* * * And Not New 


advertising campaign 
that 
have the 
in making good 
and women 

And now the N. U. Ad-Club 
will hold a gala banquet on Tues- 
day, June 25, at 6:30 p. m. in Ade- 
lard’s Restaurant, 185 N. Wabash 
Ave., Chicago when a Complete 
Visual Presentation for the Honey- 


these advertising 


advertising men 


these promising young people 
CHARLES E. WOLFF, 
Chicago 
"9 


Te the Editor: Those innocuous 
| radio commercials reported in Ap- 
VERTISING AGE are really not new. 


In fact, those who remember 
“Main Street” and “Real Folks,” 
with George Frame Brown as the 


writing and acting star, know that 
the product boosts came in the ac- 


Ad-Club; Charles Lilienfeld, adver- | 


director, McCann-Erickson, and | 


tion. Don’t you recall the way that 


Vaseline was worked into the 
sketches? 
The idea, for the record, was 


brought up by Arthur D. Clark, who 


wrote the first “Main Street” inci- | 
He was general manager of | 
WAHG and later of the Grebe com- | 


dents. 


pany. WAHG was sold to the Col- 
umbia System and became WABC. 

It was also used by the American 
Broadcasting System on the Pacific 
Coast, years later, in 1927. 

Few advertising men whom I've 
met seem to know that the pioneers 
were smart fellows, too, but the 
radio itself, not the commercial 
aspect, got the limelight in those 
days. Quite a fascinating story 
apparently not known to many of 
the agency men, who must think in 
other terms, such as audience re- 
actions instead of mere 
achievement. 

Eric PALMER, SR., 
Brooklyn, N. Y 
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Prints Flag on Back 
of Blank Page 


To the Editor: I am enclosing a 
copy of our issue of Saturday, June 
8. Page 1 is marked for your atten- 
tion. 

I believe that this will explain 
our flag page which appears on the 
back of the first section 

To my knowledge this idea is en- 
tirely new I mean by that, the 
blank page behind the flag 

The result is that today thousands 
of flags are flying from store and 
home windows in this area 

C. RAYMOND LONG, 

Director of Advertising, Elgin 

Daily Courier-News, Elgin, Il 

[Editor’s Note: The Courier-News 
printed a fill-page full-color Amer- 
ican flag flying from a_ standard 
on the back page of its front 
tion, with the motto, “Your flag, the 
one flag—the great flag, my flag” at 
the bottom. The reverse side of the 


sec- 


technical 


page was left completely blank, “‘to | 
make it as simple and convenient 
as possible,” a box on Page 1 ex- | 
plained, ‘for everyone in the Elgin | 
area to display the national emblem | 
during Illinois Flag Week.”’] 
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Calls Shell Watch | 
Copy Misleading | 


To the Editor: The consumer 
movement is waging war on the 
advertiser. The advertiser parries | 
the thrusts, etc., etc., etc. 

For such advertising as the recent 
| promotion of the Shell Petroleum 
Company, “Ask to See My Watch,” | 
| the consumer drive could justifiably 
| point a questioning finger. 
| The ad itself apparently contains 
no statements that are in them- 
selves erroneous, but, through im- 
| plication present three pure fabrica- 
tions of fact. (1) Certainly Shell 
oil can be used to lubricate watches 
—for that matter almost any kind 
of oil will do. Then why don’t 
skilled watch-makers use any kind 
of oil? (2) Horologists do spend 
$16 a quart and more (oil is pur-| 


| 
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chased in 1l-oz. bottles, however) 
Why then are all watch-makers j}; 
factories such as Elgin and Hami! 
ton so stupid that they pay $16 
instead of 25c? (3) Certainly it’s 
possible for a 7-jewel No. 12 si: 
movement to “keep railroad time 
then will all 7-jewel movemen! 
keep that same time? And w! 
don’t railroads use 7-jewel, 12 si: 
movements, instead of 21- and 22 
jewel, 16 size movements whos 


| grade is previously accepted as be- 


ing reliable? 

For the correct answers, may 
suggest that the learned copywrit: 
who did the Shell ad write to M; 
W. H. Samelius, Director of ti 
Elgin Watch-Maker’s College at E| - 
gin, Ill., or to the technical depart- 
ment of the Hamilton watch Com- 
pany, Lancaster, Pa. 

This advertisement only seems ¢ 
bear out once again my contention 
that those who write ads should 
least know whereof and what-of 
they speak. 

A. S. Perry, 
Atlanta, Ga 
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Moley Heads Up 


Program for 
Industrial Meet 


Chicago, June 11.—Announcement 
of the complete program of the in- 
dustrial advertising departmental 
which is to be held in conjunction 
with the 36th annual convention of 
the Advertising Federation of 
America at Hotel Sherman, Chicago, 
June 23-27, was made here today 
by Frederic I. Lackens, program 
chairman and advertising manager 
of The Hays Corporation, Michigan 
City, Ind. 

Raymond Moley, contributing edi- 
tor of Newsweek, will open the in- 
dustrial session with a luncheon ad- 
dress Tuesday noon, June 25. This 
will be followed by three addresses 
on topics of outstanding interest to 
industrial advertising men and in- 
dustrial management. 

Dr. R. O. Eastman, New York, 
will speak on “The What and How 
of Readership Surveys”; W. J. 
Shine, Ross Federal Research Cor- 
poration, New York, on “What Can 
We Expect from Industrial Re- 
search”; J. M. McKibbin, Westing- 
house Electric and Mfg. Company, 
East Pittsburgh, Penn., on “How We 
Integrate Advertising With Selling.” 

The industrial conference is being 
sponsored by Engineering Advertis- 
ers Association, Chicago chapter of 
the National Industrial Advertiser: 
Association. 


Name Staff for Durstine 
Office in Cincinnati 


H. G. Little, formerly vice-presi- 


dent of Lord & Thomas, has been 
made manager of the office just 
opened in the Enquirer bldg., Cin- 
cinnati, by Roy S. Durstine, Inc., 
New York agency. The Crosley 


Corporation account will be handled 
here 

Associated with Mr. Little will be 
W. B. K. Kirk, formerly with Ben- 
ton & Bowles, New York, art direc- 
tor; James Smyth, formerly of 
Newsweek, creative head, and Doro- 
thy Aring, office manager. 


Seeks Tourists, Buyers 


As part of its plan to publicize the 
advantages of the region both to 
casual summer visitors and to pos- 
sible purchasers of real estate, the 
Pioneer Valley Association of Mas- 
sachusetts sang the praises of a 
farm vacation in the New York 
Times, Cleveland Plain Dealer, 
Washington Post and the Eastern 
and Middlewestern editions of the 
Christian Science Monitor June 11. 

An advertisement designed pri- 
marily to induce purchase of real 
estate in the area appeared in these 
publications, plus the Boston Her- 
ald, on June 16. 


To “Practical Builder” 

Warren T. Mayers, formerly with 
The American Weekly and at one 
time Eastern advertising manager 
of National Shelter Group, has been 
appointed Eastern advertising man- 
ager of Practical Builder, with of- 
fices in New York. 
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We offer you, gratis, the unique 
Morrill Colorater: the most complete 
color and ink selection guide ever 
devised. Covers Job and Commer- 
cial colors, Bond Inks, Dullset Inks, 
sil-Vor Plate, Process Colors, Morr- 
Glos and Poster Inks. Write at once 
on company letterhead for a copy. 


GEO. H. MORRILL (0. 


SIXTH AVENUE, NEW YORK, N.Y. 
| Philedelphic Chicage Detroit. St. Lewis - Fert 


Adds R. H. Smith 

The Eastburn & Siegel Agency, 
Atlanta, Ga., has made Robert H. 
Smith, veteran New York advertis- 
ing man, a member of the company. 
The name has been changed to 
Eastburn, Siegel & Smith. 


Names H. W. Fairfax 


Penn Camera Exchange, New 
York retailer of photographic 
equipment, has appointed H. W. 
Fairfax Advertising Agency, New 
York, to direct its account. 


Promote Karl Koerper 
Karl Koerper, vice-president of 
the Midland Broadcasting Company, 


Kansas City, has been promoted to | 


vice-president and managing direc- 
tor. 


Direct Advertising 
as Sales Mate Is 
Meeting Theme 


New York, June 13.—The general 
theme of the all-day direct adver- 
tising departmental meeting at the 
Chicago convention of the Advertis- 
ing Federation of America, June 
23-27, will have the general theme 
of “Direct Advertising — Versatile 
'Sales Mate.” L. Rohe Walter, ad- 
vertising manager, the Flintkote 
Company, New York, will be pro- 
gram chairman. 
| B. V. Jones, advertising manager 
of the Link-Belt Company, Chicago, 
jand president of the Direct Mail 
Club, Chicago, will preside at the 


morning program, speakers at which 


will include: William R. 
circulation director, 
New York; Emmons C. Carlson, 
promotion manager, central divi- 
sion, National Broadcasting Com- 
pany; Eugene S. Robb, Washington 
representative, Hearst Enterprises. 

May O. Vander Pyl, president of 
Advertising Letter Service, Inc., 
Detroit, will preside at the after- 
noon session when the speakers will 
include: James B. Keithley, assist- 
ant retail sales manager, home fur- 
nishings and appliance division, 
Montgomery Ward & Co.; Thomas 
Quinn Beesley, president, National 
Council on Business Mail, Inc.; and 
A. H. Belfie, director of merchandis- 
ing, Buick motor division, General 
Motors Sales Corporation. 


Pelkus, 
Newsweek, 


'Van Why Promoted 


| 

Charles Van Why has been placed 
in charge of the traffic department 
of Compton Advertising, New York, 
succeeding Tom Doughten, who has 
joined J. Stirling Getchell, New 
York. Newell Hargreaves has taken 
over Mr. Van Why's former posi- 
tion as assistant. 


J-W-T Adds Howland 

Richard Howland, formerly with 
Tide, has joined the radio depart- 
ment of J. Walter Thompson Com- 
pany, New York. 


Kimball Gets Handbags 


| Koret, Inc., New York, has 
appointed Abbott Kimball Com- 
pany, New York, to handle adver- 


itising of handbags. 


a 


The Chandelier 
‘the Redwood 
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too! With evening 


The WIUWKEKELSE Pa 


Represented Nationally by 


Francisco Call-Bulletin for selling power. 


ship and daily Display linage leadership, 
this newspaper presents proof of its pref- 


erence by reader and advertiser alike. 
San (FranciLeo 


CALL-BULLETIN 


in a GOLDEN Market 


circulation leader- 


~2- Paul Block and Associates 
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ADVERTISING AGE 


June 17, 1949 


Masius Outlines 
Agency Headaches 
in Warring World 


New 
and 
British 
are 


York, June 11 
blitzkriegs 


Blackouts 
notwithstanding 
advertisers and agencies 
doing everything possible to 
carry out original promotion plans 
despite a severe newsprint short- 
age, it was learned here this week. 

The information on advertising 
conditions in wartime London was 


conveyed to the home office of Lord | 


& Thomas in a letter from Leonard 
M. Masius, vice-president in charge 
of European operations. 

He reported that the No. 1 adver- 


have been reduced to eight pages, 
and rates have been increased 25 
per cent. “For days on end our 


| compensating factors. 
| process applies to all in equal pro- 


perform “acrobatics” to meet maga- 
zine demands that page insertions 
be reduced to half-pages and half- 
pages to quarters, was confronted 
with another poser when several 
leading London newspapers _in- 
creased their pages from seven to 
eight columns. 

Personnel replacements having 
been made necessary by war de- 
fections, Mr. Masius reported that 
“it did not take us very long to im- 
merse them into plenty of activity,” 
and that “these days the best quali- 
fication for either copywriter or an 
art director is his ability to spend 
an hour or so a day in the space 
department to help the boys keep 
score!” 

Mr. Masius declared that the 
newsprint situation is likely to get 
worse before it gets better, and 


| newspapers may have to be reduced 
| to six pages. This, of course, would 
tising problem of the moment is the | 
newsprint situation. All newspapers | 


mean a further drop in advertising. 

The unusual situation confront- 
ing British advertisers has some 
The levelling 


mail consisted of new rate cards,| portion, both as to size of space 
many of which apply to insertions | units and frequency of insertions. 


that have already appeared,” Mr. 
Masius wrote. 


Squeezing Operations 


|/Mr. Masius listed as other advan- 


tageous developments a general in- 


| crease in circulation for both papers 


| Aid 


magazines, the outlawing of 


The agency's harassed production | large size medicinal copy, and the 


department, already required 


those papers which increased from 
seven to eight columns. 


American at Disadvantage 


With the lone exception of the 
Times, no London paper has its first 
page covered with advertising. Cer- 
tain reasonably - sized advertising 
positions are open on the first page. 
Other new preferred positions, for- 
merly closed to advertising, have 
been made available at a premium. 

Mr. Masius has found it a disad- 
vantage to be an American citizen. 
“Fifth Column” precautions against 
aliens forbid him to drive a car or 
ride a bicycle to his cottage in Sus- 
sex, which is considered a dangerous 
area because of the parachute 
menace. He must remain indoors 
from 8 p. m. to 6 a. m., and report 
to the police daily. He commented 
in his letter that “all this is a most 
| wise and intelligent precaution.” 


Ant Paste to Garfinkel 

Chemical Distributing Company, 
Oakland, has appointed Sidney Gar- 
finkel Advertising Agency, San 
Francisco, to handle advertising of 
Par-Ful, a new ant paste. 


| 
| 


Chapel Appoints Waters 

Riverside Memorial Chapel, Inc., 
|New York, has appointed Norman 
D. Waters & Associates, New York, 


to|cleaner and neater appearance of to direct its account. 


Hard Facts Broke Up a Tradition 


And today C.’C. A. Publications stand first 
in the preference of many industrial advertisers 


Rather than leave the circulation and cover- 
age of their magazines to the uncertainties 
of subscription-selling, the publishers of the 
magazines listed below decided to break 
with tradition and follow where facts and 


intelligence led them. 


advertiser. 


What were the facts? 


hope to reach and sell 100° of his logical pros- 
Especially is it hard to reach the pros- 


pects. 


pects “higher up.” 


subscription to a man without buying authority 
is just as big as the fee on a subscription to an 


important executive. 
the industrial advertiser. 


interests 


In doing so, they 
achieved a control of market coverage such 
as never before offered to an industrial 


One. no salesman can 


So a large proportion of 
paid circulation is likely to be of no interest to 
Three. men may not 
buy but they will read what's vital to their 
if it is placed in their hands. 


of Controlled Cireulation. 


Those were the facts, and they led unerringly 
to new circulation technique. This is the method 


Controlled Circula- 


tion publishers divert topheavy subseription- 
selling expense to improved editorial content, 
to scientific list building, and to placing their 
book accurate 


ly in the hands of men who make 


up the buying market. 


The Controlled Circulation technique is so 


tisers, 


Iwo. the commission on a 


exactly what 
advertising is 


results. 


successful that C.C.A, 
first in the preference of many industrial adver- 


Publications now stand 


You can purchase Controlled Circulation with 
full knowledge of the facts . . 
Controlled Circulation Audit. 


. thanks to the 
For it tells you 
you are getting and where your 
going. Let us show you what Con- 


trolled Circulation means in terms of advertising 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 

Bankers Monthly 

Better Roads 
Combustion 
Compressed Air Magazine 
Diesel Progress 

Drug Topics 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 


Graphic Arts Monthly 


CONTROLLED CIRCULATION PUBLICATIONS 


Hitchecock’s Machine Tool Blue Book 


Hospital Topies and Buyer 
Industrial Equipment News 
Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 
Machine Design 

Meat 

Meat Merchandising 

Mill & Factory 


Modern Machine Shop 


New Equipment Digest 
Petroleum Marketer 

Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 
Purchasing 

Roads and Streets 

Rug Profits 

Soda Fountain 


Super Service Station 
Tires 


What's New in Home Economics 


Wood Products 


LOOKS GOOD EITHER WAY 


Full-page Blenheim color advertisement in Time which is so designed as to tell a 
story effectively, whether looked at while the magazine is held in its normal 
position or whether it is turned sideways. 


‘final bottle -LWLEHARPER 


o 
— 


POUR IT PROUDLY from the or 


U. S. to Investigate 
Food Distribution 
in New York City 


Washington, June 12.—The De- 
partment of Justice has an- 
nounced a “mobilization on the 


home front for the protection of 
the producers and the consumers.” 
The plan which the department is 
going to try in New 
entails joint cooperation between a 
city government and the Depart- 
ment of Justice in an investigation 
of alleged illegal restraints of trade 
which prevent farmers and consum- 
ers from obtaining the benefits of 
a free competitive market in the 


distribution of milk and other dairy | 


products. 


The Department of Justice has 
expressed the opinion that such a 
Joint investigation as is contem- 


plated at the present time is par- 
ticularly important in view of the 
war situation. It points out that 
during such times food prices may 
well skyrocket and that during such 
periods the benefits of free compe- 
titive markets are necessary to 
maintain as much stability as pos- 
sible. 

It is indicated that the investiga- 
tion will be directed at restraints 
of trade which fall into two classes: 
(1) local combinations which pre- 
vent retail merchants from competi- 
tive buying or selling, create 
unnecessary costs in local transpor- 
tation and make public distribution 
of relief more costly, and (2) re- 
straints in distributing and process- 
ing of food products by combina- 
tions operating over an _ interstate 
area. 


Michigan Auto Club 
to Offer Road Service 


Courtesy cars with distinctive 
markings will cruise Michigan roads 
this summer under the auspices of 
the Automobile Club of Michigan 
to assist motorists in distress. 

Tourist travel brings more than 
$300,000,000 into the state each 
year, it is claimed, ranking it next 
to the automobile industry. 


Sta-Wel Names | Ellis 


Sta-Wel Laboratory, Buffalo, has 
appointed Ellis Advertising Com- 


pany, Buffalo, to direct advertising 
Newspapers, 
used 


Tone. 
radio will be 


of Tummy 
Magazines and 


York City | 


Describes Proctor 
Electric Campaign 

How Proctor Electric Company 
secured nationwide distribution of 
a new, high-priced product in less 
than a year by means of a news- 
paper campaign is told in an “Ad- 
vertising Facts” bulletin issued 
the research and promotion depart- 
ment of the Bureau of Advertising, 
American Newspaper’ Publishers 
Association. 

This achievement won the How- 
ard G. Ford Award of the National 
Federation of Sales Executives, 
recently presented to Proctor and 
its agency, John Falkner Arndt & 
Co., by the Sales Managers’ Asso- 
ciation of Philadelphia. 


Adds Vegetables 


The Department of Agriculture 
has added fresh vegetables to the 
list of commodities which are being 
distributed to relief families unde! 
the food stamp plan, effective 
June 10. 


Compton Adds Smith 


Doris Davenport Smith, forme 
with Station WNEW, New Y: 
will join the commercial continuity 
department of Compton Advertis- 
ing, New York, on June 17. 


4\NG PLATES OF STERLINg 


(STERLING 


“S 
TORAVING COM?™ 


* NEWYORK 


PHOTO-ENGRAVING in color process 


% 


FOR 2p 


black and white, Ben Day, line 
WET PROOFING on Four Clay bourse 
automatic 4-color proofing pres 
... DAY and NIGHT SERVICE . 

304 E. 45th Street, New York. ‘. ) 
Phones: MUrray Hill 4-0715 to 0726 
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‘ WS avs " ast ™ ‘ o“ | o: : > five- or 

7 pre news day a the past “Men’s Wear Changed Advertisin in gain for the five month period. 
r @) mm oO l oO ni eight or nine months. ; ‘ ye Trade or dealer papers, as repre- 
a a Men's Wear, published by Fair- * sented by 21 publications in th 
; — child Publications, New York, has rerwer’ - = — 4 
M4 , Attractively die-cut is a mailing been redesigned to provide a more May Business tabulation, showed a 10.77 per cent 
e V 1 e Ww for “June Hynd s Guest Book readable three-column page and co- Pa ers U 14 5% gain for May issues, advancing the 
made by National . Broadcasting ordination of advertising and edi- | P P oJ (0 standing for the period to date to 
' - |Company. The mailing is cut to torial material. An open-faced type Chicago, June 10.—Advertising in| 4.02 per cent ahead of the first five 
Automotive advertising men and resemble a closed book, a pop-up /|has been selected and more color business papers for May was 14.5| months of 1939. 
their agencies now have a cute little insert in the center showing the pages and display material are be- per “al iaaien than my like ‘min Eleven papers in the class group 
gadget to help them forget about | cities ins which the program is ing used. agelnans aie smention panei of | reported 5.09 per cent gain for May 
Europe. It’s a game called “Power | heard, with light lines extending . 5*s : 


Play” and they got it in a neat box 
without sender’s identification. In- 
side is a good thick cardboard grid- | 


from those cities to comments from 


!local listeners. 


Starts “Gansett Gazette” 
The Narragansett Brewing Com- 
pany, Cranston, R. I., has started 


111 publications published today by | 
Industrial Marketing. This compares 
with an 8.01 per cent 
ported last month for 


increase re- 


issues and 8.45 per cent for the five 


| months. 


: , Er ; gE “rs April issues 

on 6x9 inches, with one 10-yard | publication of a house organ, “Gan- aed tecust the cent ~ for tl ’ WFIL Uses Bus Posters 

‘rip depressed. The accompanying 1@ubeneck Is Publisher _ sett Gazette. first five months to 9.24 ver cent|. WFIL, Philadelphia, is using 2 
sip og ser sy COMPARY ING Ge T. Taube k I ee first five months to 9.24 per cent by 24 ae u a pnia, “ ee 
material consists of a four-page | orge ‘ aubeneck has _ suc- above the 1939 period | by 24 inch posters in colors on 5 
der explaining how the game is| ceeded the late F. M. Cockrell as Appoints Charles Young + elles gl in the | @nsport buses traveling through- 
layed and why, and 11 cardboard publisher of Air Conditioning & Charles S. Young has been ap-|. 3 oe nil 2 gp agg ea! ‘| out the Philadelphia area to adver- 
— en Aacsere® » ett Refrigeration News and president of | pointed assistant general manager | '@ustria re had the greatest) tise specific radio programs.  In- 
strips—each representing one of the | the Business News Publishing Com- of the New England Westinghouse 8@!n with a 16.22 per cent increase terjor bus posters also are being 
11 “power plays” available to the) pany, Detroit. radio stations. for the month and a 10.57 per cent) used. 
quarterback in a tense moment. 

Each of these 11 strips contains, 

beneath a thin piece of paper on | 

the back which is to be torn off, | 


an announcement of how many | 
i yards the play has advanced the 
ball, plus a two-line message about | 
how many new car families per $1 
are added to the five weeklies by | 
a specific monthly magazine. 

; While we wouldn’t swear to it, | 
4 we are morally certain that the 
' game was sent out by True aay, | 
nee that publication’s story ap-| 


eens on the back of the “play” that 

’ means a first down. 
Actually, of course, all of this 
1 gadgetry is a translation of the 


results of a survey of unduplicated 
car-owner circulation, as is ex- 
plained under another seal at the 
end of the instruction sheet. | 

P. S. We're sure now it was 
True Story’s mailing, because we’ve 
secured a copy of the survey, ‘What | 
About the Men?” 


+ 


An interesting series of folders 
selling the market is being issued 
by WSPD, Toledo, in which the 
city’s industries are stressed one by 
one. The newest one bears the 
catchy title, “Gadget to Gargle to 
Gun,” and tells the story of the 
DeVilbiss organization. The back 
page gets in some informative, low- 
pressure talk about the station. 


A magazine of close to 3,000,000 circulation produced weekly 


Clever stunt of WSM, Nashville, —over a hundred pages size 101/, x 14 in each copy- printed 
consisted of mailing a complete > letterpress rotary in black and w hite, two colors and four colors ' 
sales story to agency men dressed —at a speed of 15,000 impressions an hour—on fully coated { 
up as a WSM continuity. The story \ , ; 4 
not only came on regular WSM - paper — ink drying instantaneously as the printed web rushes 
continuity sheets, but it had all the z at through a fire chamber of 1800 degrees Fahrenheit —sharp, 
trim! . ’ j > sic ; eeE7"— ~ — 5. Ses ; . 
trimmings, including the music and =>. striking halftone reproduction lending keen interest to editorial - 
sound effects, and as a crowning _ , ‘ . _ 
touch started off with the an- | on copy and giving smashing buying appeal to countless adver- 
nouncer introducing the actual e . Fs tisements—that is the story of the printing of Life Magazine, ? 
— . . . ss . e — rT a » A, j 
name of the recipient, whereupon ya >. for whose production many cars of CONSOLIDATED COATED — 
innouncer and recipient go on with Lie ' - 
the conversation, the name of the \ E PAPER are shipped each day. ; ; : 
recipient being typed in in red in ¥y J : — . : . : me + | 
the left-hand margin all through Y sal —> ¢ Mass quality printing such as Life's production is an achieve- a u 
the script. > 2, ment the printing world bas never before witnessed. It is f "a 

© i. but one of the recent examples of breath-taking printing ‘ 
\n interesting piece which the y aes ‘ 3 progress in u hich CONSOLIDATED COATED PAPERS are 
“er ~ER f . ° -_ ie | 

Chicago Herald American has sent \ ~< playing a vital role because they offer coated paper at a ed. /h54 _ . 
advertisers is a full-page reprint : price the printer, publisher or advertiser can afford to pay. , 
originally carried in the publication re in . 4 
itself which showed “history in < Thus the achievement of coated paper at a price any paper buyer 
headlines” by means of attractive r he 

nadine by _means of attractive can atford to pay becomes the key to a veritable revolution in 

all-size reproductions of the first 4 


pages of the publication for impor- American quality printing a revolution which is enhancing the 


> effectiveness of the printed page and is increasing the selling 
power of theypinted advertisement, broadside and catalog. 


a These are thaiof CONSOLIDATED Coatep Papers that are not only 

making epochal Seemeng history but, at their prices, are of superlative setv- 
y ice in savingammematisfaction to all book paper buyers whogseeluiiigiier 
quality prim fireugh the use of coated paper 


The Neco Voice of Kansas 


- 
er yr , 
| wy QDUCTION GLOSS COATED 
MODERN GLOSS COATED F 
PRODUCTION COATED E. F. i le gi Sal 
; LAKELAND COATED Printed pam of Cow 


Consolidated Coated Papers are stocked and distributed by 125 wholesale paper merchants in important cities in every section Of the United States. 


CONSOLIDATED WATER POWER AND PAPER COMPANY 


i 


WICHITA WISCONSIN RAPIDS 


Sherk Hollister, Gen. Mor. ’ WISCONSIN (e 
5000 Watts» Dial 1050 
et eI aM 


ol 


SALES OFFICES 
135 S.LA SALLE ST. 
CHICAGO 
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June 17, 1949 


Every Viewpoint 
Presented fo 
Sales Executives 


Milwaukee Meeting 
Gets Wide Range of 
Opinions 

Milwaukee, June 10.—Paced by 
a sparkling address by Lyndon O. 
Brown, research director of Lord & 
Thomas, Chicago, the National Fed- 
eration of Sales Executives devoted 
its Friday brass-tack 
consideration of more effective sales 
methods. Mrs. Rudolph M. Binder, | 
president, New York Federation of 
Women’s Clubs, presented the view- 
point of the consumer, and C. §S.| 
Fletcher, general sales 
Studebaker Corporation, told of 
“Introducing a New Automobile.” 
Richard C. Borden, of the famous 
team of Busse & Borden, conducted 
a “lost sales’ autopsy Saturday 
morning, while John Wesley Coates 
conducted a condensed session of a 
typical sales school. Jam Handy 
Organization used a cast of 80 Fri- 
day afternoon to illustrate the vir- 
tues of commercial movies. 

Mr. Brown said that the desires 
of consumers and the government | 
on labeling are incompatible and 
the two should get together before 
asking industry to meet their wishes. 
As an example, he told of the neces- 
sity of labeling products with tech- 
nical and medical names which 
mean absolutely nothing to the} 


session to a 


manager, | 


consumer. If the government's de- 
mand for label information con- 
tinues, Mr. Brown remarked in a 
satirical vein, there won’t be room 
left for the trademark eventually. 


Modern Tools Essential 


The research expert said that 
most decisions of managers 
yased on hunches or long experi- 
ence in the field have been proved 
to be absolutely wrong. The 
marks of the modern sales execu- 
tive is the 


sales 


tools, of which he listed seven as 
indispensable. 
The first, he said, is complete 


market facts, including exact meas- 
urement of sales to consumers, 
month by month and territory by 
territory, and including those of 
competitors. 

The second is complete dis- 
tribution facts, including measure- 
ment of the flow of sales through 
shifting channels, which will en- 


‘able the efficient sales manager to 
| take advantage of the upswing in 


importance of any new type of out- 
let. 

The third essential sales tool, Mr. 
Brown continued, is a time and duty 
analysis of salesmen, to determine 
how they spend their time and to 
establish the effectiveness of vari- 
ous kinds of effort. In this connec- 
tion, Mr. Brown expressed strong 
disapproval of the Federation’s plan 
to permit salesmen to expand their 
activities to give their customers an 
education on economics. The suc- 
cessful salesman doesn’t have time 
“to run the war,” as he put it. 

The fourth modern sales tool is 
sales analysis, and Mr. Brown as- 
serted that most marketers keep too 
many of the wrong kinds of rec- 


ords and too few of the right kind. | 


The latter classification, in his opin- 
ion, includes an analysis of every 
sales transaction, broken down by 
profit. Machine tabulation is es- 
sential to modern sales analysis, he 
said. 

Need Market Potentials 


The fifth tool consists of accurate 
market potentials, properly set up. 
The current census of population 
will necessitate many changes in 


\vsivé ACE OUNTS 


MIAMI IS A MORNING PAPER CITY 


During 1939, Media Records show The Miami 


Herald carried 2641 


different display ac- 


counts. Out of 1594 retail accounts, 703 (nearly 


half) used no other newspaper. 


And during the same period, out of 1047 gen- 


eral display accounts, 526 (slightly over half) 


used the Herald exclusively in Miami. 


Che Miami Werald 


National Rep.: Story, Brooks & Finley; Southern Rep.: Garner & Grant, Atlanta 


THE HERALD'S SUMMER CIRCULATION TOPS THE WINTER CIRCULATION OF MIAMI'S SECOND PAPER 


: 

pd = at 

oe ae Fos 
+ ¥w* * 


ear- | 


application of modern | 


CHILDREN AND PETS TO HELP SELL AGFA 


Ten colors are used in this display set for Agfa Ansco, Binghamton, consisting of 
a large central unit and two side cards. 


methods of establishing sales 
tentials. 

The sixth 
sales tests. 
the time,” 
“Or do we? Instead of deciding on 
a hunch to eliminate direct mail, 
we should make tests before acting. 
Selling is a multiple and complex 
task, every phase of which must 
| be conducted on the basis of facts 
|if it is to be successful.” 

The final sales tool is coordination 
| of sales and advertising, Mr. Brown 
| said, asserting that the functions of 

many salesmen have been revolu- 
| tionized by advertising. Their most 
important mission in many in- 
| stances is now merchandising the 
advertising campaign. This is true 


po- 


tool is 


“We 


made up of 
make them all 


| 


| effort be made to reduce them. 


° ‘ | 
| because the retailer is not interested 


in products, but profits. 
Mrs. Binder, the consumer rep- 
resentative, asserted that the manu- 


| 


consumer as efficient a buyer as his 
jown purchasing department. Both 
dealers and producers would profit 
from “directing” sales in this way, 
she believes. The retailer should 


who would enlighten customers on 
such questions as, “‘Which 
are most becoming to me?” 
type of print should I 
“What type of clothes or 
pattern would 
“What type of hair-do would be 
most becoming?” All of this is in 
addition to information about cloth- 
ing fabrics, including wearability, 
washability, cleanability and advice 
as to trimming, lining and design. 
A few stores have fashion shows 
| which help young women and a 
| few stylish stouts, but the average 
odd-shaped, middle-aged American 
| woman has been completely for- 
| gotten, Mrs. Binder insisted. 
| Her plea for expert advice also 
)encompassed home furnishings, 
| since she contended that few house- 
| wives can afford the services of in- 
terior decorators. Furniture dealers 


colors 


wear?” 
style of 


look best on me?” 


| “showed 


facturer should strive to make the|as large today as it was in 1870, 


| 
| 


employ personal advice consultants, | 


| persons engaged, so that the average 
“What | 


because the salesman didn’t have 
enough facts to prove that his own 
product is worth the extra money. 


Mr. Coates said that personality 


commented Mr. Brown.| is the one most important factor in 


making sales. 

“Which will sell the more life 
insurance?” he asked: “An actu- 
ary, who has all of the figures at 
his fingertips, or the cub salesman 
with a grin and a liking for people, 
who barely knows how to fill out an 
application?” 


Changes in Distribution 


J. Frederic Dewhurst, economist 
of the Twentieth Century Fund, 
made a defense of distribution costs 
Thursday, while urging that every 


| 


“Our recent survey,” he = said, | 
that the physical volume 
of goods produced and distributed 


in the United States is nine times | 


while the number of workers en- 
gaged in producing goods has in- 
creased than three times in 
the same period. In distribution, 
the ninefold increase in volume has 
been accompanied by almost as 
large an increase in the number of 


less 


per capita volume handled is not 
much larger today than in 1870. 
“Critics overlook the fact that 
if we add together the number of 
workers engaged in both production 
and distribution and compare it 
with the volume of goods produced | 


/and distributed, the net efficiency | 


of the entire process of production 


|}and distribution has increased more 


usually have model rooms, but none | 


| provides small samples of wall color 
}on cardboard which the shopper can 
|} use as a guide in matching or blend- 
|} ing with drapes and furniture cov- 
erings. 

Advertising Is Criticised 

Mrs. Binder described herself as 

an enthusiast on advertising, but 
there never to be an 
end to the type of radio advertising 
where the announcer delivers him- 
self of an interminable, pleading, in- 
sinuating, saccharine harangue that 
instead of breaking down sales re- 
builds up first nui- 
value? We owe the manu- 
facturer the courtesy of listening 
to his advertisement, but not when 
it breeds in us the same resentment 
inspired by a frantic salesman with 
| his foot in the front door.” 

She said that women generally 
regard “Information, Please” as the 
type of radio program and commer- 
cial announcement which is accept- 
able 


asked “ae 


sistance, class 


sance 


Prof jorden listed 20 mistakes 
commonly made by salesmen. The 
most common, he indicated, is ex- 

Another frequent one 


aggeration 

lack of knowledge of the buyer's 
which makes it impossible 
for the salesman to adapt his talks 
to the requirements of the prospect 
Still another is losing a sale to a 
competitor whose price is lowe: 


is 


business, 


than 2.5 times since 1870. An in- 
cidental, but important additional 
fact is that the per capita volume 


of goods consumed by our popula- | 
tion is nearly three times as large | 
as in 1870. In other words, the | 


| ting goods into the hands of 
| sumers than in 1870. The scope of 


|demand far 


|ardization in 


| push-button 


a 


standard of living of the averags 
American family has nearly treb} 
in 70 or 80 years—an achievemen: 
for which both distribution and p 
duction share the credit.” 

The vast and startling gains 


|mass production would have by 
| impossible without an increasi: 


complicated and costly system 
distribution, Dr. Dewhurst 
The distributor today must perf; 
a larger share of the task of 


his activities has greatly expand 
while the roles played by con 

ers and producers have corresp: 
ingly narrowed. Consumers 
more in the form of 
variety, style, immediacy, conv: 


ence and privilege than an) 
thought possible in grandfat! 
ay. 
New Burdens Imposed 
Producers, in order to _ r¢ ‘ 
| economies of mass production, hay; 


had to concentrate operations in 
large factories far removed in tims 
and space from their ma: 

Making shoes in a little village sho; 
results in high production costs, but 
no merchandising problems. Mak- 
ing hundreds of thousands of shoes 
in a single large factory means 
great savings, but vastly complicates 
the distribution problem. Mass 
production makes goods more 


| cheaply than ever before, but it has 


widened the gap between produce: 
and consumer. Modern distribution 
has to fill this gap. 

Furthermore, Dr. Dewhurst d, 
there is virtually no limit to stand- 
production, w 
human nature sets definite limits 
to standardization in the selling 
phases of distribution. It is possi- 
ble to imagine a wholly automatic 
factory, but a It- 
machine department store wil! re- 
main a fabulous dream as long as 
female human nature is constituted 
as it is today. The salesman deals 
primarily, not with materials, but 
with human beings who demand 
personal and individual service 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies te your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Il. 


t 


You can get a shot 
’ at BUTCH and at a 
, flock of his brother 
2 goblins — at the 
A. F. A. 
CONVENTION 
EXHIBIT 


in Chicago 


JUNE 23-27 


For details see 
your next week's 
issue of 
Advertising Age 
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IT “TELLS ALL”! A MUST FOR. . 
INDUSTRIAL ADVERTISERS AN 


AGENCIES! 


It's not a text book— it’s not a book 
of theories edited by a “brain- 
trust’. It’s a book that’s packed 


23 


Prom ti with down-to-earth advertising 
Otin and merchandising principles as 
M ‘ g the Sale of practiced by the companies en- 
‘ achinery & Equipmen t gaged in the manufacture of in- 


dustrial machinery and equip- 
ment. That's why you're going to 
want a copy on your desk. 


rs Look at the partial index at the 
‘ bottom of the page .. . you'll see 

articles and discussions covering 
‘ every phase of industrial promo- 
; tion—catalog planning, sales strat- 
ts | egies, advertising campaigns, 


Me sales letter stimulants and other 
7 thods used by successful a pertinent topics. Each feature has 
t- turers i F anufac- been written by a man that is qual- 
e- in their sales, sales promotio ified to talk on his subject because 
ed aad advertiat Kg of his outstanding success in the 
ls rising activities, field of industrial advertising or 
on selling. 


— THE BOOK IS YOURS—FREE 


The book is yours, without charge, in 
connection with a $2 yearly subscrip- 


fT tion to INDUSTRIAL MARKETING. 


Or, if you are already a subscriber, 
re . 
ural just send us an advance renewal on 
mer ° . 
a your present subscription. 
t . 
CRD INDUSTRIAL MARKETING is a monthly 
D publication covering the advertising, 
selling, merchandising and distribu- 
in tion of industrial products. It is read 
-_ Published by - by thousands of industrial executives 
ad INDUSTRIAL MARKETING, Chi who find it a constant source of news 
» Chicago : J 
and who rely on it to provide them 
with new, fresh ideas—ideas that in- 
| crease the sales volume. INDUSTRIAL 
° MARKETING is the only means by 
which you can keep in touch with the 
happenings and developments in the 
world of industrial advertising and 
ot ; selling. 
a 
or 
Just a Few of the Many Outstanding Features 
N The Changing eyes in Equipment Selling Caterpillar Tractor Co.—Case Study Industrial Marketing, 100 4 Ohio Street, Chicago, Illinois 
| . | . in How to Establish Advertising and Sales Promo- Send me a copy of “PROMOTING THE SALE OF MACHINERY 
tion Objectives Pape 
Preparing the Advertising Plan Robert L. G ee ee & EQUIPMENT.” and enter my new ( ) or ( ) renewal subscription 
7 , 1 Bollech Conseal Elecivi to INDUSTRIAL MARKETING for one year ($2) : oF, 
How We Coordinate Our Sales and Advertising Promoting the Sales of Replacement Parts two years ($3) 
Plans a Richardson, ¢ mipt ‘ Ky es I mt 
; Baum, Fairbanks, Mors Vorks I enclose my check in full payment ; or, send 
Distributor Relations Essentials for Making the Catalog Do a Selling me a bill 
; i. « Job 
aa h. Dodae MMfa. Cor 
. , is Name Title 
Show-Off for More Pay-off Controlling the Quality of Inquiries 
zi rt] Wills 1 iT [ astian Bli .si ‘ | i / 
Company 
What I Have Learned About Sales Letters The Creamery Package Mig. Co.—Case Study 
n J. Heimer, Barret-Craven: 
waht Ten Pointers on Training Salesmen for Equip- Address 
Twenty Things to Watch in Preparing Direct ment Selling 
Mail Advertising Rernard Lester. Westinghouse Elects Vio 
¢ Tate, Delta Mfg. Company City and State taeeee 
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ADVERTISING AGE 


Bekins Van Copy 
Directed Towards 
Good Housekeeper 


Los Angeles, June 11.—There is a 
pronounced homey touch in the 45th 
annual advertising campaign of 
Bekins Van & Storage Company 
here, at least insofar as it applies 
to newspaper copy. Approximately 
$100,000 will be spent on promotion, 
using radio and other media besides 
newspapers. The company is said 
to be the largest advertiser in the 
moving and storage field. 

Bekins copy will be built about 
the theme, “The Service Approved 
by Good Housekeepers,” stressing 
such points as orderliness, cleanli- 
ness, economy, efficiency, responsi- 
bility and modern service. Illustra- 
tions show Bekin men at work in 
the home and warehouse, moving, 
storing, packing, and_ shipping 
household goods. 

About 35 per cent 
advertising budget is allotted to 
radio advertising in Los Angeles, 
San Francisco, Denver, San Diego, 
Santa Barbara, Sacramento and 
Beverly Hills. About a million city 
maps are distributed by the com- 
pany each year. In addition, direct 
mail, telephone books and _ road 
signs are used. Brooks Advertising 
Agency, Los Angeles, has the ac- 
count. 


of the 1940 


Swink Agency Moves 

The Howard Swink Advertising 
Agency, Marion, O., has moved to 
372 E. Center street. 


Rural Ads 
Costly? Not 
with WNU! 


Use WNU'S 2900 coun- 
try weeklies. Nation- 
wide or by territorial 
groups. Either way, you 
can run a peach of a 
campaign for far less 
than you'd — suppose. 
The facts? Sure! Where 
shall we send them? 


Western Newspaper Union 
310 EAST 45TH STREET, NEW YORK 
210 SO. DESPLAINES. ST., CHICAGO 


‘Hastines Tribune’ 
Rated Outstanding 
Small U.S. Daily | 


New York, June’ 17.—Winning 
four first-place awards, one second | 
and one third in the 1940 national | 


the National Editorial 
the Daily Tribune, Hastings, Neb., 


States. Announcement of the awards 
was made at the association conven- 
tion. 

In general excellence among dail- 
ies over 3,500 circulation, general 
excellence in typography, news- 
paper production for dailies and the 
job printing exhibit the Tribune en- 
tries were judged first-place win- 
ners. 


contest for best special edition on 
newsprint and third place in the 
editorial page contest. 
is the editor. 


daily newspapers were: 

Daily Messenger, Marshal!, Minn., 
general excellence 
under 3,500 circulation. 


community service. 

Herald-Press, St. Joseph, Mich., 
best special edition on newsprint. 

Star-Journal, Warrensburg, Mo., 
best special edition on book paper. 
Coast ANPA Division 
Re-elects Chandler 

Norman Chandler, vice-president 
and general manager of the Los 
Angeles Times, has been re-elected 
president of the Pacific coast divi- 
sion of the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Association. Other 
also re-elected were A. J. Tormey, 
San Francisco News, 1\st vice-presi- 
dent; S. R. Winch, Portland Journal, 
2nd vice-president; Frederick Wag- 
ner, San Francisco 
secretary, and Roy A. Brown, San 
Rafael Independent, treasurer. 

The board of directors also was 
re-elected. 


Harris Tweed Plans Drive 

The Harris Tweed Association of 
London, England, is planning an ex- 
tension of its promotion and adver- 


for the fall season in spite of the 
war. Consumer and business pub- 
lications will be used. 


Elect Minster President 
Henry S. Minster has been elected 
president of Roberts and Mander 
Stove Company, Hatboro, 
maker of gas and electric 
succeeding Clarence V. Roberts, 


who becomes chairman of the board. 


Ray Dady 


“SIDELIGHTS 


-OUIS KWK FEATURE 
more than “ah 


for 


newspaper contests sponsored by | 
Association, | 


today became the outstanding small | 
daily newspaper in the United | 


Second place went to the | 
Tribune in the daily division of the | 


F. A. Seaton 


Other first place winners among | 


among dailies | 


Daily Telegram, Temple, Texas, | 


officers | 


Call-Bulletin, | 


tising campaign in the United States | 


Pa., | 
ranges, | 


Wey. 
_ ‘se 
= 
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Getting Personal 


Elmer L. Ward, president of Goodall Co., was once a caddy and 
later New England amateur golf champion. It is more than his love 
for the game, however, that prompts him to stage the annual Goodall 
tourney, for it enables him to spread the gospel of Palm Beach clothes 
as correct sportswear... 

Jim Mathes, the agency head, will have to take a day off June 28. 
Son Jim Jr. is taking himself a wife that day. . . Winthrop Hoyt, 
president, and Everett W. Hoyt, secretary, Chas. W. Hoyt Co., formed 
two-fifths of the Yale Club team that gained the college club golf 
title. Winthrop had an 85 and brother Everett an 86... 

Charles E. Wilson, president of General Electric Co., gave com- 
mencement addresses at William & Mary and Stevens Tech. . . Walter 
D. Fuller, Curtis Publishing Co. boss, performed a similar chore at 
Ursinus College. .. And the N. Y. Sun’s Gil Hodges will travel back 
to Monroe, Wis., to attend the 50th reunion of his high school class, 
tarrying in the Midwest to take in the AFA convention... 

A. C. Mon- 
agie, Vid... 
Standard 
Brands, who 
recently com- 
pleted his 
term as prexy 
of the Sales 
Execu- 
tives Club, is 
a rabid base- 
ball fan. His 
favorites 
are Brooklyn's 
amazing 
Dodgers. 
Hence, it was 
fitting that the 
club pre- 
sent its for- 
mer leader 
with a collec- 
tion of base- 
balls signed 
by his heroes. 
The presenta- 
tion was made 
at the Mon- 
agle bedside, 
for the food 
executive is still confined with arthritis. . 

J. A. Donan, a.m., and J. A. Miller, asst. a.m., Standard Oil Com- 
pany of New Jersey, had a busy day June 7 serving as hosts to 
commercial managers of 31 radio stations carrying Esso news pro- 
grams. The station men from Maine to Louisiana were brought to 
Gotham as guests of Esso. . . 

David Sarnoff, president of RCA, who has been a Chevalier of 
the French Legion of Honor since 1935, has been elevated to Officer. 
. . Art Koehler, N. Y. mgr., Curtis Publishing Co., has been elected 
president of the University of Michigan Club. . . 

Eric Erskine, salesman of Butler Paper Co., Denver, has been 
bedridden since an accident last November. To keep his friends 
posted on his progress, he’s gotten out an amusing letterhead inscribed 
Erskine Knitting Works and bearing the slogan, ‘When better busted 
bones a) knit... we'll knit them.” He plans to celebrate his return 
to circulation by attending the AFA confab. . . 

Sinking a hole-in-one is almost as easy as rolling out of bed for 
Frank D. O'Reilly Sr., publisher of the Express, Lock Haven, Pa. He 
canned his third ace recently. .. A. G. Gibbs, McGraw-Hill Publish- 
ing Co., took low net honors in the annual Associated Business Papers 
circulation mgrs. outing and golf tourney. 

BBDO is getting along without the valuable services of Ben 
Duffy these days. Stricken ill while on a trip to Atlanta, he was 
rushed back to New York and is recuperating in Columbia Presby- 
terian Medical Center. He will probably be out for three or four 
weeks. . . 


DISCUSS BOY SCOUTS 


Col. Theodore Roosevelt and Francis W. Hatch, vice-presi- 
dent and Boston manager of Batten, Barton, Durstine & 
Osborn, talk over the Boy Scout meeting at a regional con- 


ference devoted to the work. Mr. Hatch is regional chairman 
of the Boy Scouts, and national chairman of public relations. 


It was just about an all-advertising wedding recently when Dick 
Reynolds of Fuller & Smith & Ross, Cleveland, married Ray Strong, 
Cleveland, with Dwight Reynolds, v.p. of Sidener & Van Riper Agency, 
Indianapolis, brother of the groom, as best man and Natalie Bantum 
of the ad dept. of Glidden Co., Cleveland, as bridesmaid. . . Sidney 
Krivitsky, advertising sales mgr., 20th Century-Fox’s Boston office, 
was married the other day to Dorothy R. Fogel of the Boston Post 
ad dept. . . 

John S. McCarrens, v.p. and gen.mgr., Cleveland Plain Dealer, 
and pres., United Broadcasting Company, received the degree of doc- 
tor of laws from his alma mater, Niagara University. .. An honorary 
degree of doctor of business administration was given John Shepard 
Ill, pres., the Yankee Network, by Boston University 

Al Paul Lefton, head of the Philadelphia agency of that name, 
has been elected a director of the Jewish hospital. Dr. Leon Levy, 
prexy at WCAU, who serves on the same board, celebrated his birth- 
day June 6 D. W. Dietrich, pres., Freihofer Baking Company, 
Philadelphia, and pres., Luden’s, Inc., cough drop and confectionery 
maker Reading, Pa., has given $10,000 for the purchase of five 
ambulances to be used by Allied forces in France. . . 

Sprains, bruises and charley horses sprouted like weeds when the 
Campbell-Mithun softballers defeated the Minneapolis office of BBDO, 
13-8, in a Minneapolis Advertising Agency League game with Jack 
Cornelius doing the mound work for the losers. . . 

Gene Flack, public relations counsel, Loose-Wiles Biscuit Com- 
pany, gave the National Federation of Sales Executives at Milwaukee 
a lesson in copy writing with a story of the blind man who added 
three words to his sign, so that it read, “Spring is here. I am blind.” 

It was an unknown wit, however, who arose and declaimed, “The 
age of chiselry is not dead; nighthood is still in flower.” . 

John P. Young, a.m., Armstrong Cork Company, took a tumble 
off his spirited steed in Lancaster, Pa., the other day and broke an 
arm. He will be away from the office a fortnight or so. . . 

Huey A. Charlton, a.m., England Bros., Pittsfield, Mass., and 
Mary A. Greenwald stayed up until it was one minute past midnight 
June 1 in order to be the first ones to say their “I do's” in the June, 
1940, rush to wedded bliss. . . Charles J. Borrelli of the agency of the 
same name doubles in brass these hot nights when he leads an 


of 


orchestra on the midnight programs of Philadelphia Motor Car Com- 
Locale: WFIL 


pany 
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| Premium, Financia] 
Group Sessions 
Planned for AFA 


New York, June 12.—Both pr 
mium and financial advertising w || 
be considered in departments! 
meetings when the Advertising Feq- 
eration of America holds its 36: 
annual convention in Chicago June 
23-27. Both meetings will be in 
the AFA headquarters hotel, the 
Hotel Sherman. 

Speakers on the June 25 morning 
meeting of the Premium Advertis- 
ing Association and their subjects 
will be K. K. Lillien, purchas 
chief of the premium department of 
Jewel Tea Company, Barringt«; 
Ill., “Pleasing Mrs. Brown”; Ge 
_H. Giese, merchandising-advertisi: 
| division, Independent Grocers’ A}|j- 
ance Distributing Company, Ch)- 
cago, “How IGA Uses Premiums and 
Prizes”; and A. M. Howe, associate 
| editor of Printers’ Ink Publications, 
| on “Hints for Sponsors of Consume; 
| Prize Contests.” 
| On the afternoon of June 25 the 
| anancial advertisers program wil] 
| include Thomas J. Kiphart, director 
of public relations, Fifth Third 
Union Trust Company, Cincinnati, 
“Financial Advertising Trends in 
1940”; Robert B. Umberger, execu- 
| tive vice-president, Personal Loan 
—& Savings Bank, Chicago, “Current 
| Aspects of Personal Lending”; and 
Royal F. Munger, financial editor, 
Chicago Daily News, “Today’s Fi- 

nancial Page.” 

| Howard W. Dunk, secretary of th« 
Premium Advertising Association 
will preside at its session while Guy 


ga 


W. Cooke, assistant cashier of the 
First National Bank of Chicago, will 
preside over the session of the 


| financial advertisers. 


Form Ritter Subsidiary 


The Ritter Dental Mfg. Company, 
| Rochester, N. Y., has organized a 
| subsidiary to be known as the Rit- 
|ter Equipment Company, Inc., to 
represent the parent company in 
| the medical field. 


Promotes Mrs. Kelly 

Mrs. Harriet W. Kelly has been 
| promoted to copy chief of the West- 
ern Advertising Agency, Los An- 
geles, and Roy Campbell Jr., has 
taken over space buying. 


MAILING SERVICE 


Multigraphing — Filling-in 
_ Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


“STARTER” 
and 
“FINISHER” 

on 
Industry’s 
Orders 


Only the Purchasing Agent, in 
today’s specialized industria! 
system, can both initiate and 
consummate orders. Make sure 
your advertising reaches thi- 
key buying factor by using 
PurcHasine, his only national! 
magazine, to tell your sales story 


You get complete coverage of 
every centralized purchasing 
unit in the U.S. A. with this one 
key paper. Complete 
from Conover-Mast Corporation 
205 E. 42nd St.. New York City 
333 N. Michigan Ave., Chicago: 
Leader Building, Cleveland 


storys 
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PURCHASING 
Lineage has doubled! 
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Rise in Taxes 
Poses Problems 
for Liquor Field 


New York, June 13.—A host of 
new merchandising developments 
were foreseen for the liquor indus- 
try here this week, most of them 
resulting from the proposed one- 
third increase in the federal tax 
which is scheduled to take effect 
July 1 as part of the national de- 
fense program. 

Major distillers here are unde- 
cided as to their future course, and 
at least one contemplated the inter- 
ruption of current newspaper ad- 
vertising schedules until the situa- 
tion clears. Another was reported 
planning extra advertising emphasis 
before the new tax increases retail 
prices July 1. 

Still another current development 
of merchandising significance is the 


proposal that distillers be permitted | 


to package their products in four- 
fifths quart containers, barred by 
law at present. A hearing on this 
subject was held yesterday by the 
Federal Alcohol Administration. 
Proponents of the new bottle size 
are motivated by a desire to reduce 
the quantity per bottle rather than 
increase the price as the new taxes 
will make necessary. 

Although most of those attend- 
ing the FAA meeting at Washington 
favored authorization of a_= shift 
from quart to four-fifths quart bot- 
tles, a second hearing will be held 
shortly before action is taken. Op- 
ponents of the change pointed out 
that consumers would be deceived 
into thinking they were buying 
quarts instead of 20 per cent less. 


Would Need New Packages 


Should the FAA _ permit’ the 
change, distillers would have to de- 
vise new packages and labels, 
tablish a new price scale, change 
local and national advertising, and 
disrupt current practices in numer- 
ous other ways. 

Another movement on foot is 
pointing toward the formation of a 
new trade group to include in its 
membership the entire liquor field. 
Industry leaders refuse to discuss 
the plan, which was discussed at a 


es- 


meeting here this week, or to indi- 
cate whether it is to rival or suc- 
ceed Distilled Spirits Institute. 
Another effect of the war on the 
liquor field is the raising of prices 
on still wines and champagnes. Im- 
porters announced this week that 


the increases of 
case were 


from $2 to $4 a 
made necessary’ by 


higher 
ance charges. 


Help Yourself !! 


Patent Pending 


TO INCREASED SALES 


with WEINMAN' TRANSPARENT 
“JUMBLE” BASKETS & DISPLAYS 


Open the way for ir 
YOUR PRopue T by 


ed retail sales 
ai ve wt it the oli 
uremt way) in Weinman Transparent 
Jumble Baskets amd Displays 


poe WEINMAN TRANSPARENT cms 
PACKAGES 


are made in an endless variety of shapes 
and sizes und styles in the form of indi 
vi =r packages and counter display units 
th transparent metal covers and 
bottoms They may be printed in ome or 


more 


ROVER SALES STIMULATOR 
*roaducts, Drug and Cosmetic Spe 
ties ‘Bs kery Gouwls, Candy, Nuts and many 


“WEINMAN BROS. 


Transparent Box Headquarters 
325 N. Wells St. Dept. AA Chicago, iil. 
(EXPERIENCED SALESMEN WRITE) 


oceanic freight and insur- 

Scotch importers have no plans 
for cancelling advertising, and are 
receiving stocks from abroad regu- 
larly, it was learned. It was pointed 
out that England needs as much 
foreign exchange as possible, and 
exporting Scotch to this country 
would be maintained at all costs in 
order to get it. 


Stations Celebrate 


Radio stations in Oklahoma City 
celebrated national radio festival 
week June 3-8, winding up the 
week with a four-hour show and 
dance, the proceeds from which 
were devoted to the Red Cross. The 
stations held open house for visitors 
during the week. 


-| Pork Producers 
Elect Officers, 


Outline Goals 


Chicago, June 10.—The proposed 
$2,000,000 advertising campaign of 
the recently formed American Pork 
Producers, Associated, moved a step 
closer to realization Saturday when 
ten states attended the annual 
meeting and reported that organ- 
ization efforts are well under way. 
Representatives of Ohio, Indiana, 
Wisconsin, Illinois, Michigan, Mis- 
souri, Minnesota, Georgia, Pennsyl- 
vania and Virginia were present. 


F. Alvin Parks, Bartonville, I1., 
was elected president, and R. C. 
Juhl, Luverne, Minn., vice-presi- 


dent of the organization. Eugene 
M. Harsch, of Peoria, Ill., who has 
been acting as president, was 
elected secretary-treasurer. The ten 
states named were given represen- 
tation on the new board of 12 di- 
rectors. 


Believes in Self Help 


Mr. Parks outlined the objectives 
of American Pork Producers, Asso- 
cited, as follows: 

To develop well organized state 
units, strong in membership, finan- 
cial support and united action in 
promoting increased use of lard and 
pork products and working along 
“self-help” lines. 

2. To encourage producers to at- 
tack the lard surplus problem from 
the farm angle by selecting, pro- 


ducing and marketing finished hogs 
at lighter weights, which will dress 
out a decreased percentage of lard, 
resulting in better hog prices to the 
producer. 

3. To hammer away at the ex- 
pansion of the domestic market for 
lard and pork products and to con- 
tinue advocacy of higher lard 
standards. 

To study the export situation 
to take advantage of changing con- 
ditions and new markets. 


Cuts Minnesota Gas Price 


Standard Oil of Indiana, Chicago, 
has announced that the price of 
gasoline in Minnesota will be cut 
one cent per gallon Sept. 1 when 
the state emergency gasoline tax of 
one cent a gallon expires. 


Many an advertising campaign has been initiated 


at the tables of the Hofbrau, St. Louis. 


HARRY L. STONE, Gen'l. Mgr. 


NASHVILLE, TENNESSEE 


The Jefferson Grill 


Favorite luncheon place of 


many St. Louis Advertising men. 


as 
Treva ) 


OWNED AND OPERATED BY NATIONAL LIFE & ACCIDENT INS. CO., INC. 


National Representatives, Edward Petry & Co., Inc. 
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Begin Summer Campaign 


for Maine Lobsters 


Continuing its policy of the last 
few years, the Maine Development 
Commission has launched a summer 
campaign for State of Maine lob- 
sters in New York City morning 
and evening newspapers. The cam- 
paign may be extended to Philadel- 
phia and some Midwestern cities. 

Insertions ranging from about 60 
to 112 lines will be carried on a 
staggered basis until the end of Sep- 


tember. Brooke, Smith, French & 
Dorrance, New York, handles the 
account. 


New Haven Club Elects 


James T. Milne, manager of 
WEEI, has been elected president of 
the Advertising Club of New Haven, 
Conn., succeeding Leonard W. Fish, 
of Coan & Bunnell, Inc. Other offi- 
cers elected were Latham B. Lam- 
bert, Ist vice-president; Ben R. Ly- 
dick, 2nd vice-president; Francis H. 
Horn, secretary, and Harry F. 
Lasher, treasurer. 


Experienced Sales 
Promotion Planner and 
Copy Writer Wanted 


Permanent position for man under 40 


who knows modern selling method: 
and practices, to create rough layout 
and write strong copy for mailing 
pieces designed to go to salesmen 
dealers or jobbers. Must have abil 
ity to sift out important factors in the 
sale of any product or service and get 
them over to salesmen in a clear 
interesting and forceful manner so a 
to get action. Should be familiar with 
type of sales contests and training 
programs operated by national selling 


organizations 
age, nationality 
views 


State fully experience 
education. N 
granted unless complete infor 
mation is submitted, by letter, together 
with portfolio of printed samples 
marked to indicate where you have 
sriginated idea, layout or copy only 


inter 
j 


BELNAP and THOMPSON, inc. 
309 W. Jackson Boul., Chicago, IIl. 


SALES OF CHAIN STORES 


-May 

1940 1939 
Food Chains 

*Jewel $ 
*Kroger Gro 
& Bke. Co 

*National 

fSafeway 


Stores 


2,189,107 $ 1,866,701 


21,048,261 
Tea 1,686,017 


31,194,002 Pa SOS 845 


Group Total.$ 59,117,387 §$ 55,1: 
Mail Order Chains 
Sears, Roeb’k.3 65,978,370 § 468 


Spiewel ...... $1,386,531 547380 


” 


> Months 
1939 


% Gain 


or Loss 1940 


or Li oss 


117.3 $ 10,515,020 $ 9,365,112 + 12.3 
+ 9.4 17,965,762 91,660,359 6.9 

-431.4 23,755,699 20,984,868 1-13.2 
$.6 149,408,342 140,974,782 +-§.0 
7.2 $281,644,823 $262,985,121 7 
10.7 $214,085,119 $195,517,366 9.5 
3 21,269,186 19,.359.797 4 
‘s 161,133,045 144,612,25% 11.4 


10.4 $ 10,523,996 $ 10,206,012 3.1 
+ 3.4 36,547,911 35,315,948 + 3.5 
14 13,650,459 13,292,000 L279 
1.0 6,299,777 54,652,754 + 3.0 
0.3 31,039,615 29,319,405 5.9 
4.8 12,792,785 12,282,875 + 4.2 

+ 6.3 16,406.54 15,417,797 + 6.4 
Lo 4 6,608,430 6,459,611 +23 
14.9 18,170,865 16,231,173 +411.9 
3.6 7,941,310 7,847,560 1.2 
4.1 18,593,618 17,593,816 5.7 

+. 6.2 100 565,907 93,418,939 72 
18.2 17,886,000 14,691,000 21.7 
a4 120,014,889 114,087,325 y 4 
> S467,042,105 S440,816,215 + 5.8 

May Is 


Ward 45,904.511 12,322,968 
Group Total.$116,269,412 $106,483,816 
Drug Chains 
Walgreen $ 5,993,050 $ 650,756 
Variety & Mine ellaneous 
Edison Bros..$ 2,582,408 $ 2,338,285 
Grant, W. T 8,787,070 497,081 
Gireen, H. L T51,476 3,594,561 
Kresge, 8S. 8 12,592,169 12,104,752 
Kress, 8S. H 6,837,925 6,818,056 
Lerner : 3,575,073 3,412,803 
McCrory Store 3,507,319 3,500, 398 
McClellan 

Stores 1S99,96% 1,856,329 
Murphy, G. © 4,299,955 3,741,334 
Neisner Bros 1,866,587 1,935,432 
Newberry, J. J 1359,891 1,169,983 
Penney, J. © 23,599,265 22,231,68 
Western Auto 1.468.000 3,780,000 
Woolworth 

Pe We x , 26,067,164 24,725,427 
Combined 

Total S108,174,269 $102,506,106 

*Four and 20 week periods ended 

frour and 20 week periods ended May 11. 


Starts “Western Packing” 


The S. D. McFadden News Bu- 
reau, San Francisco, publisher of 
Western Trucking News Service 


and Western Shipping News Serv- 
ice, has started publication of West- 
ern Packing News Service, cover- 
ing the processing, handling and 
distribution of western canned, 
dried, frozen and pre served foods. 


Munro Leaves Agency 


Willis Munro has resigned as ac- 
count executive for Grace & Bement, 
Detroit. Mr. Munro was formerly 
advertising manager of Hupp Motor 
Corporation. 


Garry Names Reichner 

Garry & Co., New York, has ap- 
pointed Morgan Reichner & Co, 
New York, to direct advertising of 
its Styleset minted lipsticks. Maga- 
zines will be used. 


19,592 TRUCK, BUS AND TAXI F 


COMPRISE THE QUALITY’ AUTO 


PUBLICATION ARE DIRECTED SOLELY 


Y 10 THIS FIELD. 


have 


*Investigations 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 


proved 


oIN TS ENTIRETY | 


Sales Gain of 
5.5% for Chains 
Shown in May 


New York, June 13.—Sales of 22 
of the nation’s leading chains, for 
both the month of May and the 
first five months of 1940, showed in- 
creases over the corresponding pe- 
riods of last year of more than 5 
per cent, according to reports to 
ADVERTISING AGE. The May total for 
the group was $108,174,269, com- 
pared with $102,506,106 last May, 
an increase of 5.5 per cent. For the 
first five months it was $467,042,- 
105, compared with $440,818,215 last 
year, an increase of 5.8 per cent. 

Mail order chains continue to 
show the best relative increases, the 
three companies in this field report- 
ing gains of 9.2 per cent for the 
May period and 10.3 per cent for 
the five-month period. 

Four food chains 
creases of 7.2 per 
7.1 per cent for the five months, 
and the variety and miscellaneous 
group had May increases of 5.4 per 
cent and five-month 
per cent. The single 
porting (Walgreen) 
gain of 6.1 per 
increase of 4.7 


reported in- 
cent for May and 


gains of 5.2 
drug chain re- 
showed May 
cent and five-month 
per cent. 


Cross-Country Trailways 
Adopts Perfumed Ink 


Throughout the complete run of 
eight editions of current § State 
Teachers Magazines the perfume of 


roses was added to the black ink 
to feature the wild rose which is 
symbolic of the Santa Fe Trail, 


route of the 
System. 


Santa Fe Trailways Bus 


The back cover of each of these 
editions carried a two-color adver- 
tisement for the Santa Fe Trail- 


ways, and a footnote referred to an 
article in the issue recalling the 
history of “The Trail” along which 
the wild rose still blooms in spring- 
time profusion as in the days of the 
prairie schooner. The use of the 
perfume in a monthly publication, 
and in connection with a_ travel 
service, is said to be unusual 


Summer Crabmeat Drive 


| ufacturing 
food 


| notion 


vr .. Private Brands 


Chief Concern of 


- Grocery Group 


Hot Springs, Va., June 14.—The 
problem of how to meet the chal- 
lenge of private brands, especially 
in connection with chain store mer- 
chandising methods, stood out as 
the most pressing issue facing na- 
tional food advertisers at the an- 
nual meeting of the Associated 
Grocery Manufacturers of America 
here this week. 

Nhile admitting that chains or 
any other business interests have a 
perfect right to enter the food man- 
field if they so desire, 
advertisers nevertheless ex- 
pressed the belief that some of the 
competition hurled against national 
brands was based on a mistaken 
of high profit possibilities. 
The complaint was also registered 
that chains have been using na- 
tional brands merely to attract store 
traffic. 

Commenting on the profit angle 
one food spokesman pointed out 
that the chain margin on food dis- 


tribution averages about one and a/|} 


half per cent. He insisted that 


manufacturers are also operating on | 


a low margin and sought to dispel 
the impression existing among 
chain executives that manu- 
facturing profits are much higher. 


store 


Discuss Possible Solutions 


The food manufacturers dwelled 
particularly on analysis of two ma- 
jor results attributed to chain store 
price-cutting on national brands: 
The impetus given to private brand 
merchandising by independent dis- 
tributors who find it impossible to 
compete with chains on national 
brands; and the breakdown of con- 
sumer confidence in national brands 
occasioned by “switching” tactics in 
chain stores. 

Among the two 
measures studied 


chief remedial 


neither 


was considered a practical answer | 
|to the problem—were extension of 
fair trade laws to food lines and re- 


sumption of advertising allowances 
as a means of securing more 
promotion in behalf of 
brands. 

The fair 
considered in 
termed an_ ineffective 
based on the experiences of 
food manufacturers who 
ready experimented with 
vice. The attitude of the 
Trade Commission cast a shadow of 
doubt as to the practicality of the 
second suggestion and, in addition, 
the point was made that differen- 
tials between national and local ad- 
vertising rates In newspapers give 
private brands as much as 40 
cent advantage in some markets. 

Discussions of the private brand 
situation were over by 
Paul S. Willis, president. 


national 


trade remedy, 
the past, was 


often 
again 


some 
have 
this 


al- 


presided 


AGMA 


No action was taken in the form of 


a resolution. 


of which 


measure | 


Ge- | 
Federal 


per | 


Charge Daily's s 
Ad Contracts 
Violate Law 


Chattanooga, June 14.—The Chat- 
tanooga News-Free Press’ wa 
charged with violation of the She: 
man ant-trust act in a federal cour: 
action filed here yesterday by th: 
Department of Justice. 

Roy McDonald, president, Evere: 


Allen, general manager, and 
group of local merchants we) 
charged with entering into exclu 


sive contracts prohibiting advertis 
ing in the Tribune, only other af 
ternoon Chattanooga daily. It w: 
learned that national advertising 

not involved in the action. 

The Tribune was launched thr: 
months ago by former employes 
the News when that paper was so! 
to the Free Press. 


NBC Promotes Nelson; 


Roux and Myers Named 


K. E. Nelson, manager of Statio 
KPO and KGO, San Francisco, h 
been appointed assistant vice-pre 
dent of the National Broadcasti: 
Company. He will assist Don G 
man, vice-president of the Pac: 


| division and continue as manag 
of the two stations. 
Walter Myers, of the Easte 


sales division of NBC, has been a 
pointed to handle all commerc 
and political broadcasts during th: 
presidential campaign this year. 
C. Roux, who has been with Hea: 
Radio, Inc., New York, has return: 
to NBC as sales promotion ma) 
ager of Stations WEAF and WJ7 
New York. 


Appoints Ivey, Ellington 


Ivey and Ellington, Inc., Phil: 
delphia advertising agency, has be« 
appointed to direct the advertisin; 
of McKesson and Robbins liquo: 
division. Ted Strong is account 
executive. A New York office ha 
been opened by the agency at 155 
E. 44th street, to handle this and 
the Packer Tar soap accounts. 


HOW TO LAUGH 
__ AT DEADLINES... 


local | 


Closing-date nightmares vanish when you 
specify RAILWAY Express. We are right 
at your elbow, on phone call. We know 
your needs and move fast, with top-speed, 


intelligent handling and prompt, direct 
delivery. Rates are low, service is nation 
wide. Use it for rushes and regular ship 
ments of your mats, half-tones, sketches, 
booklets, or anything and everything that 
requires dependability and speed. No extra 
charge for calling for or delivering, in al! 


cities and principal towns. Just phone u 


For super-speed use AIR EXPRESS— 
4 milesa minute. Dayand night service. 


| RAILWAYSSEXPRESS 


AGENCY 


NATION-WIDE RAIL-AIR SERVICE 


M-W TOWER DISPLAY 


ee 


reeves. 


enough to justify | Mitsubishi Shoji Kaisha, Ltd., 

the installation of 'New York, has released an exten- finds a preferred spot on crowded coun- 

shop equipment. sive summer campaign for Three ter because of so little space required... 
Diamonds crabmeat. Weekly inser- end beceves ¥ attracts the customer's 
tions will appear throughout the f h Disol 
summer in newspapers of six cities eye trom way across the store. Displays 
and the Christian Science Monitor your packaged product to best advan- 
in addition to The New Yorker and tage at point of sale. . . “stacked” as 
|Woman’s Day. Irwin Vladimir & 


cans or cartons could not 
safely be stacked! And 
it helps sell your goods... 
as repeat orders prove! 


Co., New York, directs the account. 


Begins Noxzema Drive 


Noxzema Chemical Company, Bal- 


Phone CALumet 7200 or Write 

timore, Md., will use 200 newspa- iY 
pers in vacation areas throughout . MAGILL -WERESHEMNER COMPANY ; 
the country, beginning June 17, in i, 320 perk namness ee . 
summer advertising for Noxzema. ’ 
The large lake areas and the East LPOODOUWOnN | 
and West coasts will receive the : é 
a nage Copy = oo, ARTISTS - ENGRAVERS - LITHOGRAPHERS ' 
ure the theme, “Noxzema for § . P ; 
burn.” Ruthrauff & Ryan, New PLANOGR )GRAPHERS . PRINTERS - BINDERS : 
York, is the agency. 
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How Company Size Affects 
Advertising Men's Salary 


301 Admen Help in 
Analyzing Relation of 
Volume to Pay 


[Editor’s Note: This is the third 
of a series of articles detailing an 
nvestigation of the business lives 
of advertising managers conducted 
by the Advertising Managers Club 
of Chicago. The study consisted of 
a mail questionnaire sent to 5,000 
advertising managers listed alpha- 
etically in the Standard Advertis- 
ng Register, and was conducted 
during the fall of 1939. Slightly 
over 500 returns were received, and 
about 150 were eliminated from the 
tabulation because they did not in- 
clude salary figures or other vital 
information. The results given here 
are based on 342 completed an- 
swers, all of which included definite 
salary information. The first article 
in the series, analyzing all of the 
returns and giving an over-all pic- 
ture of “Mr. Median Advertising 
Manager,” appeared in the May 13 
issue Of ADVERTISING AGE, and the 
second article, comparing advertis- 
ing managers in industrial fields 
with those in consumer goods fields, 
was published in the June 3 issue. 
Additional articles will appear later. 
All material presented is copy- 
righted by the Advertising Mana- 
gers Club of Chicago and Advertis- 
ing Publications, Inc., and may not 
be reproduced without special 
permission from the copyright 
holders. | 


By S. R. BERNSTEIN 

Chicago, June 13.—Having pre- 
sented a quick picture of “Mr. Me- 
dian Advertising Manager’’—his life 
and work—and an analysis of the 
important differences between those 
who work for companies making or 
selling industrial goods and those 
who work for companies in the con- 
sumer goods field in the two previ- 
ous articles of this series, we now 
turn our attention to this question: 

How does the size of the business 
affect the type and kind of adver- 
tising manager employed, his sal- 
ary, the make-up of the department, 
and his general influence in the 
company? 

Of the 342 completed returns giv- 
ing salary information upon which 
the Advertising Managers Club 
Study was based, 301 provided defi- 
nite information as to the volume of 
business done by the company with 
which they were connected, and 
these 301 companies fall into the 
following volume groups: 


Less than $250,000. . 9 
$250,000-$500,000 .. 13 
$500,000-$1,000,000 . 30 
$1,000,000-$5,000,000 134 
$5,000,000-$10,000,000 : 50 
$10,000,000-$25,000,000 . 39 
opt $50,000,000. 12 

1.000,000-$100,000,000 7 
Over $100,000,000 ..... , 7 


C 


JESS H, Nh 


Se nenrte Benteng 


From this it can be seen that al- 
most half of those companies re- 
porting (44.5 per cent) fall in the 
one-to-five-million group, and that 
some of the other groups represent 
such a small group of companies 
that generalizing is often dangerous. 
Nevertheless, certain interesting 
differences between the groups are 
apparent. 


Differences Noted 


Perhaps the most interesting 
conclusion that may be drawn with 
perfect safety from this breakdown 
by size of company (that is, the 
volume of annual business) is that 
this factor seems to have little in- 
fluence on the importance of the ad- 
vertising manager, his salary or his 
influence on company policy. 

For example, while the highest 
salary reported for any of the nine 
advertising managers in the less- 
than-$250,000 group is $4,200, this 
particular individual gets more 
money than 10 of the 13 advertising 
managers in the $250,000-$500,000 
group, and 21 of the 30 advertising 
managers in the $500,000-$1,000,000 
group. He also is better paid than 
75 of the 134 advertising managers 
working for companies in the 
$1,000,000-$5,000,000 class, and 23 of 
the 50 advertising managers in the 
$5,000,000-$10,000,000 class. 


May Get Less 


Just to carry the point still fur- 
ther, the figures show that this 
$4,200 advertising manager working 


for a company doing less than 
$250,000 in annual volume earns 


more than 14 of 39 men in the $10,- 
000,000-$25,000,000 class, and three 
of the 12 in the $25,000,000-$50,- 
000,000 class. Everyone of the seven 
men in the $50,000,000-$100,000,000 
group earns more than he does, but 
there is at least one individual (out 
of seven reporting) in the “over 
$100,000,000” group who gets less. 
Some compensation for this rests 
in the fact that while the very low- 
est salaries are paid by the com- 
panies doing the smallest volumes 
of business, the lowest paid individ- 


ual among companies doing $25,- 
000,000 or more gets $2,750. In the 
over-$100,000,000 group the lowest 


reported pay is $3,000, and in the 
$50,000,000-$100,000,000 group it is 
$4,500. 

This picture becomes a_ little 
clearer when we study the higher 
salary brackets. While, as we have 
said, no advertising manager in the 
smallest-size company gets as much 
as $5,000 per year, 23 per cent of 
those in the $250,000-$500,000 group 
equal or exceed this figure, and 7 
per cent get $10,000 or more. In 
the $500,000-$1,000,000 group 30 per 
cent get $5,000 or more, and 3 per 
cent get $10,000 or more 


Many Over $5,000 


In the group from  $1,000,000- 
$5,000,000 salaries of $5,000 or more 
go to 30 per cent of the advertising 
managers, and $10,000 or more to 5 
per cent In the $5,000,000-$10,- 
000,000 group the over-$5,000 men 
number 40 per cent of the total, and 
those getting $10,000 or more num- 
ber 6 per cent In the next divi- 
sion ($10,000,000-$25,000 000 ) 54 


TEXTILE 


ADVERTISING 
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NEW YORK CITY 
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‘vertising on a definite program. 


in-lude new prospects 


It eS, 


jo too small or too large. 


a 


PROSPECT LISTS au Classifications 


you mailing your literature to just a bundle of names? Plan your 
Get a PROSPECT 
and eliminate 
for our 1940 MAILING LIST catalog showing over 6,000 classifications. 
Let us diseuss our COMPLETE DIRECT MAILING ADVERTISING SERV- 
DAILY MAILING CAPACITY 
Write for full particulars: 


LIST which will 


those no longer in business. Send 


100.000 PIECES OF MAIL. Ne 


TRADE CIRCULAR 


Dept. AA, 27 S. Market St. 


=a 


ADVERTISING CO. 


FRAnklin 1182 Chicago, Ill. 


questions 


HOW SIZE OF COMPANY INFLUENCES SIZE OF ADVERTISING APPROPRIATION 


$500,000- $1,000, 000- $5,000,000- $10,000 ,000- $25,000,000 $50,000,000. Over 
$1,000,000 $5,000,000 $10,000,000 $25,000,000 $50,000,000 $100,000,000 3100,000,000 


Less Than 
$250,000 $ 
No . ne 


$250,000- 
Appropriation 500.000 
Less than $25,000 7 78 ) 

$25 000-$50 ooo 1 11 2 a 3 
$50,000-8100 000 1 11 5 

$100, 000-$250,000 

$250, 000-3500 000 
S500 000-31, 000,000 


Over $1,000,000 


No. ai No we No No. 
16 43 22 17 t Ss 1 
10 33 10 30 { s 
2 7 40 ” 14 28 
2 7 22 17 14 32 14 
ri , 11 22 11 
2 | 1 2 


No. ‘ No No 
1 l S 

l s 

l S 2 2% l 14 
o - l 14 l 14 
S 2 3 
’ 2 l 14 71 


per cent get $5,000 or more and 13 
per cent get $10,000 or more. 

In the $25,000,000 - $50,000,000 
group recipients of $5,000 or more 
account for 67 per cent of the total, 
and recipients of $10,000 or more 
for 33 per cent of the total. In the 
$50,000,000-$100,000,000 group, 71 
per cent get $5,000 or more and 14 
per cent get $10,000 or more. In 
the over-$100,000,000 group 86 per 
cent get at least $5,000, and 14 per 
cent get at least $10,000. 

The matter of bonuses presents 
almost the same picture. The high- 
est bonus received in 1938 by any 
advertising manager among those 
reporting in the less-than-$250,000 
group was $400, considerably below 
the median bonus of $500 reported 
for all groups. Nevertheless, this 
$400 was greater than that received 
by half of those receiving bonuses 
in the $250,000-$500,000 group; one- 
third of those in the $500,000- 
$1,000,000 group; one-half of those 
in the $1,000,000-$5,000,000 group; 
and one-fifth of those in the $5,000,- 
000-$10,000,000 group. 

It was greater also than that re- 
ceived by one-third of those in the 
$10,000,000-$25,000,000 group; two- 
fifths of those in the $25,000,000- 
$50,000,000 group; and half of those 
in the $50,000,000-$ 100,000,000 
group. Only one bonus was reported 
in the over-$100,000,000 class, and 
this was considerably above $400. 

This, of course, is only a part of 
the picture. Bonuses of $1,000 or 
more were reported by 34 of the 95 
individuals outside the less-than- 
$250,000 group who received bo- 
nuses in 1938. 


How Departments Differ 


Turning from the matter of sal- 
ary to the size of the advertising 
departinent, we get the following 
picture: 


Percentage 

More 

4orless than 4 
Less than $250,000 67 33 
$250,000-$100,000 70 30 
$500,000-$1,000,000 0 20 
$1,000,000-$5,000,000 75 25 
$5,000,000-$10,000,000 ... 58 42 
$10,000,000-$25,000,000 .. 40 60 


$25,000,000-$50,000,000 
$50,000,000-$100,000,000 14 86 
Over $100,000,000 ...... 14 86 

What does the size of the com- 
pany do to the organization of the 
advertising department? In other 
words, does increasing size usually 
or invariably mean separation of 
the advertising department from 
other departments of the business? 
Here are the percentages of those 
who answered “Yes” to the ques- 
tion, “Is Your Advertising Depart- 
ment a Separate Unit?” 


Percentage 
Less than $250,000 56 
$250,000-$500,000 50 
$500,000-$1,000,000 24 
$1,000,000-$5,000,000 74 
$5.000.000-$10.000.000 82 
$10,000,000-$25 000,000 75 
$25,000,000-$50,000,000 100 
$50,000,000-$100,000,000 7 
Over $100,000,000 86 


And here is the pattern of 
pany influence” as 
those who 


“com- 
determined by 
answered “Yes” to the 
asking whether or not 
they attended and participated in 
their companies’ sales and general 
management meetings 


Percentage* 
Gen. 

Sales Mgmt. 

Meet- Meet- 


ings ings 

Less than $250,000 89 78 
$250,000-$500,000 . 75 75 
$500,000-$1,000,000 93 69 
$1,000,000-$5,000,000 90 52 
$5.000,000-$10,000,000 78 42 
$10,000,000-$25,000,000 . 92 51 
$25.000,000-$50,000,000 92 58 
$50,000,000-$100,000,000.. 86 29 
Over $100,000,000 (ees oe 14 
*These fizure deo not take nto 
ount the considerable number of 


advertising manager who report that 


they occasionally or irregularly at- 
tend meetings of this nature 

A table showing the effect of size 
of company upon size of advertising 


budget accompanies this article. 


Promotes New Ale 

Wehle Brewing Company, New 
Haven, is using newspapers, outdoor 
posters, car cards and window dis- 
plays to introduce its new Bucking- 
ham ale in Connecticut. A sam- 
pling campaign, beginning in 
Bridgeport, is being conducted to 
acquaint the public with the new 
product and new type of bottle 
Marschalk & Pratt, New York, is 
the agency. 


Names Badger, Browning 

The department of agriculture of 
the Massachusetts Industrial and 
Development Committee has ap- 
pointed Badger and Browning, Inc., 
Boston, to handle advertising in 
which radio and car cards will be 
used to increase sales of Massachu- 
setts-grown fruits, vegetables and 
dairy products 


Chicago Mail Order Issues 
June-July Sale Book 


Approximately 7,000,000 copies of 
the June-July sale book of Chicago 
Mail Order Company have been is- 
sued this year, 2,000,000 more than 
ever before, with special emphasis 
on merchandise in the higher price 
range contained in the book’s 84 
pages. This policy is aimed partic- 
ularly at credit customers, the com- 
pany announces 


Appoints Pat Rice 


Pat M. Rice, Jr., has been ap- 
pointed advertising director of the 
Chronicle, Augusta, Ga He suc- 
ceeds J. L. Robertson, resigned 


PHOTOS 8x10 5c 


In lots of 100 or more 
e actual - toe in your catalogs, portfolios lirect 
1 ih ‘ ints f your products tell your tory 
ore dramatic ally ind effectively: help increase ale 
lust end u 1 - wo and We will do the rest 


any ther st 


Gaummensien Photo, 41 w. 45th, N. Y. c. 


NUMBER THIRTEEN... of 


To those advertisers who realize ° 
as antiquated as Aunt Fanny’s outdoor plumbing 

—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
the American Colortype Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies 


ourselves-— 


More than that, 
daylights out of that 


— ours .. 


OUR SERVICES INCLUDE 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 
| 


within the organization we have 
that happy balance of personnel that 
“special problem.” 
our job for 45 years. And, we'd like to make YOUR 
. just as we have for a score of 
1appy top American enterprises from East to West, 


a series - COMPLETENESS 


‘plain printin™ is 


to delivery. 


ean lick the 
It’s been 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 
\ 
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A jays 


ADVERTISING AGE 


DIRECT ADMEN’ S 5 LEGION POST 


New officers of the Chicago Post 170, American Legion, shown here are Gordon 


Smith, advertising manager, 
mander; 
mander. 


John T. Balkam, treasurer; 
In the background is a mural, 


Republic Coal & Coke Company, first vice-com- 
and E. C. Sullivan, Hardware Today, com- 
"The Rape of Peace," 


in which a certain 


Mediterranean dictator seems to be playing the leading role. 


New Plant for WNBH 

A Cape Cod style building to 
house the control room, a 375-foot 
steel tower and a boat landing are 


being built by WNBH on Crow 
Island in the New Bedford, Mass., 
harbor. The station is owned by | 


E. Anthony and Sons, Inc., pub- 
lisher of the New Bedford Standard- 
Times and Mercury. 


Photo and Sound aaah 


Photo and Sound, Ine., 153 
Kearny street, San Francisco, has 
bought and transferred to San 


Francisco the assets of Hollywood's 
Recordings, Inc., for the past several 
years recorders of Decca phono- 
graph records in Hollywood. 


BobWhite ‘Smee Roberts 
Paul Roberts, sales management 
consultant, has been appointed di- 


rector of sales training for Bob- 
White Frosted Foods Corporation, 
New York. He will continue to 


serve his other clients as consultant. 


Madame Rosalie Appoints 


Herald Advertising Agency, Inc., 
Philadelphia, has been appointed to 
handle advertising of Madame Ros- 
alie, maker of foundation garments. 
Newspapers and direct mail will be 
used. 


Agency Official Hurt 

Helen G. Keelor, treasurer and 
one of the founders of the Keelor & 
Stites Company, Cincinnati adver- 
tising agency, was seriously burned 
June 9 at her home at Milford, O 
when gas containers exploded. 


F R t E with your 
first Order 

Jar and Brush FREE with your first order 
S$ S Artist Rubber Cement. Nationally 
used, 3 grades! Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S$ S$ Spe- 
cial Frisket Cement, $3.50 per gel 

©S RUBBER CEMENT CO. 


CHICAGO, kL 


1438 No. Halsted St 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Use as Sunburn 


Remedy Features 
New Linit Copy 


New York, June 
of a sun-tanned exterior for the 
summer months began to loll on 
roofs and beaches, Corn Products 
Refining Company this week leaped 
into the seasonal picture with a new 
idea for summer advertising of 
Linit. The campaign, breaking June 
16, suggests that a bath in the starch 
be used to counteract the painful 
effect of burns from sun and wind. 

Attention-getting headlines for 
this first advertising of Linit for 
sunburn relief feature words like 
“aflame” and “red-hot” with 
sketches of discomfited bathing 
beauties, in one insertion enveloped 
in the flame of a pipe, and in an- 


12.—As addicts 


other pouring Linit into a bathtub. 
Copy asserts that the film of Linit 
left on the skin is “soothing—and 


helps to protect against chafe and 
irritation.”” The starch is also sug- 
gested as a mask for a “burning 
face.” 

Insertions over a period of ten 
weeks are scheduled for The Amer- 
ican Weekly and This Week and 
Sunday editions of the Chicago 
Tribune, New York Times and Phil- 
adelphia Inquirer. The new Linit use 
is also featured on the Corn Prod- 
ucts radio program, “Society Girl,” 
heard twice weekly on a network 
of the Columbia Broadcasting Sys- 
tem. C. L. Miller Company is the 
agency. 


Sets Mavis Schedule 

Sales Corporation, 
York, has released summer 

ules for Mavis talcum powder to 
Look, Macfadden Women’s Group 
and McCall's in addition to the fol- 
lowing newspapers: Chicago Trib- 
une, Christian Science Monitor, New 
York News, Philadelphia Inquirer, 
San Francisco Examiner and South- 
ern Gravure Group. 


Vadsco New 


sched- 


‘PCAW Elects 


The Philadelphia Club of 
tising Women has elected 
lowing officers: president, 
E. Ocker; vice-president, 
V. Wilson; treasurer, 


Adver- 
the fol- 
Margaret 
Elizabeth 
Edith R 


Hawk; corresponding secretary, 
Mary E. Defferly; recording secre- 
tary, Irene A. Miller; directors, Kay 


C. Cavender, Nancy T. 
I. Schlacks and Elsie 


Curley Appoints 


Curley Company, Philadelphia, 
maker of toilet requisites, has ap- 
pointed Carter-Thomson Company, 
Philadelphia, to handle its adver- 
tising. 


Hild, Viola 
E. Weaver. 


Names R. T. O’Connell 
John C. Niemeyer & Co., New 
York, industrial engineer, has ap- 
pointed R. T. O'Connell Company, 
New York, to direct its account. 


Weatherby Named 
Everywoman’'s has appointed 

George W. Weatherby, Los Angeles, 

as representative on the West Coast. 


THIS WEEK 


Index of Retail Activity 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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% Gain ¢ 


> Gain 


23-Week 23-Week 23-Week or Loss” or Loss 
Period Period Period 1940 1940 Week Week % iin 
Ended Ended kended over over Ended Ended 
June 11,1938 June10, 1939 June 8, 1940 1938 1939 June 10,1939 June 8, 1940 Loss 
\Akron, © : : 5,622,705 4,469,065 4,310,992 23.3 3.5 207,739 190,946 £1 
Albany, N. Y , 3,839,139 3,779,73 3,634,225 5.3 3.9 164,426 151,062 
i 4Atlanta, Ga 6,701,022 7,599,984 6,800,832 $1.5 10.5 328,328 289,842 1.7 
taltimore, Md 6 .972,169 : 10,086,937 +1.2 2.6 506,156 509,432 Th 
| Birmingham, Ala , 5,627,118 6,306,356 + 12.1 + 10.3 236,992 287,042 
2Boston, Mass. ........ 8,574,052 1.9 3.6 408,699 399,215 2 
Bridgeport, Conn 3,969,986 14.0 5.7 211,344 209,972 0.7 
Buffalo, N. Y 7,165,520 8.3 &.8 369.726 303.596 
Camden, N. J 1,676,009 16.0 t5.0 77,226 99,276 Nf 
Cedar Rapids, la 2,106,230 2.5 1.0 86,716 98,602 7 
“Charleston, W. Va 985,660 t 13.6 3.0 377,083 184,625 
‘Chicago, Il 14,825,802 11.6 1.4 716,071 690,742 
Cincinnati, Ohio ‘ 7,049,597 7,205,609 + 6.9 + 4.6 313,478 338,265 ’ 
Cleveland, Ohio 6,030,220 7.900, 837 37.1 4.6 169.899 391,125 
Columbus, O 5,667,395 6,005,362 6.7 0.7 266,951 256,529 4 
Dallas, Tex, .. 8,510,562 9,446,881 1.2 3.6 392,695 374,992 } 
Davenport, Ta. $1,325,748 1,108,504 0.3 2.7 185,332 191,772 
PP CON, Gs cocks . 6,911,666 6,174,256 + 7.0 2.4 318,054 286,358 ( 
Denver, Colo . 1,199,291 4,133,687 10.5 9.1 239,962 243,168 
Des Moines, Ia 2,943,086 3,018,291 + 4.1 + 1.5 155,650 154,964 { 
Detroit, Mich. 8,025,901 9,002,361 15.8 3.2 381,343 $38,637 
El Paso, Tex.... 1,564,251 4,659,750 7.5 3 198,744 193,697 
Brie, PA, sisccas 1,053,808 $1,261,320 2.0 2.9 183,358 185,738 
Fall River, Mass 1,443,740 1,499,53 7.0 1.0 64,469 76,773 
Flint, Mich. .... 3,112,410 3,693,654 26.9 7.0 151,368 187,530 ' 
Fort Wayne, Ind , 4,886,119 41,750,72 0.6 8.5 229,579 240,527 1.8 
Gary, Ind. ...... 2,583,291 2,557,499 8.8 4.9 137,869 156,003 9 
Grand Rapids, Mich 1,927,392 3,924,388 16.9 1.4 173,642 199,864 
Greenville, S. C.. 2,762,861 2,883,612 + 16.3 11.5 120,829 145,054 0.0 
Houston, Tex. .... 7,548,470 7,561,162 , 14.0 10.8 335,076 426,06 2 
Indianapolis, Ind. 7,115,662 7,270,142 43 10.4 8.1 339,500 359,954 6.0 
Jacksonville, Fla. 3,917,770 4,046,042 ALP 11.9 8.4 151,886 169,848 8 
Jersey City, N. J HOR 500 1.008.107 86,248 2.9 2.2 34,936 $5,200 
Kansas City Kan 1179,276 1,152,760 1,397,361 18.5 21.3 47,376 71,288 
Knoxville, Tenn. 1,570,966 1,779,934 4,792,508 4.5 0.3 200,452 197,932 ! 
Little Roek, Ark. 1,024,136 4,048,338 4,132,898 2.7 + 2.1 161,518 179,018 ‘ 
Los Angeles, Calif 10,267,045 11,258,791 11,145,678 8.6 1.0 506,329 477,882 
Louisville, Ky. .. 6,322,638 6,432,862 6,501,578 2.8 + 1.1 284,527 299,973 ! 
Lynn, Mass. na his 618,538 ».793,062 3,871,616 7.6 2.1 159,936 201.908 ' 
Manchester, N iH 1.673.872 2 .338,818 ’ 175.800 O00 7.0 74,060 72.602 
Memphis, Tenn. . »,035, 996 5,278,084 6,004,152 14.2 13.8 217,546 276,61 
a , See 6,887,608 6,598,634 7,074,437 + 7.1 11.8 92,479 200,984 
Milwaukee, Wis 6,819,947 6,449,183 7,135,211 + 4.6 10.6 294,138 2040 389 
“Minneapolis, Minn 6,040,447 6,181,845 6,551,032 8.1 10,2 251,548 257,889 
Moline-Rock Island So0.502 HOS O86 764.950 ee a 154,588 192.620 
Nassau County, L.1..N.Y 1,050,590 1,037,033 l 4 9,982 $9,248 
New Bedford Ma 1,430,566 1,559,138 a 12.3 82.446 
New Haven, Conn 1.076, 996 1,274,326 1.8 4 02,108 
New Grleans La S,2S¢ 21 059,155 3 1.7 291.144 
New York, N.Y 27,207,229 26,465,781 7 1.8 1 1,250,272 
Brooklyn, N \ 2,369,720 1,640,991 8 11.4 66.248 
Norfolk, Va 1,131,820 41,363,842 ».6 2 6 208.754 
Oakland, Cal 1,294,915 3,961,610 20.2 + 12.3 172,216 
“Oklahoma City, Okla », 368,594 3,520,138 34.4 21.0 148,036 
Omaha, Neb 2,792,799 2,758,065 | 1.4 125,40 
Peoria Ii} 1H40,002 ho 20.936 14 7.9 968 016 
Philadelphia, Pa 11,868,329 12,805,740 7.0 2.4 604.311 
Phoenix, Ariz 501066 FOS 600 ' 12.9 140,742 
Pittsburet Pa 8 648,800 “ T71. 308 | , a 196.986 
Portland, Gre 108,242 106, S00 10 13.0 2°21. 704 
Reading, Va 1,374,569 4.796.252 ¢ 7.0 198.940 
Richmond, Va 473,468 5,691,420 10) 26 277,354 
Rochester, N \ 6,520,419 7.016 569 7.4 2.2 06.752 
Rockford, Il LOST S11 5. 787.3292 s 10.7 167.888 
Sacramento, Cal ,Robl.149 16H4, 58S 1.4 7.5 152,712 ‘ 
San Antonio rex SOT 205 Oo .159 18.1 2.0 K. 125,875 
Sar Diego, Calif 1H8,004 },¢ 18 } 18.6 HH, 867 992 376 
Seattle Wash S17,470 », 388,136 $1.1 7.4 4 Al) 11.938 
Spokane Wash 217,186 2,867,340 0 1.2 1 830 125,636 
‘South Bend, Ind 238,384 2,387,215 a 2.7 113,647 109,664 
St. Louis, Missouri 8,192,100 8.365.345 1 1.4 75.240 410.970 
St. Paul, Mint 5,486,115 $859,602 1.4 > & 198.409 ©14.840 
Syracuse N Y 2,428,98¢ 283,438 2 14.4 261.240 166,21 
Tacoma, Wash ? 679.600 10.0 60 118.720 128.842 
Tampa, Fla 2. 766,134 6.7 27.3 106.470 166.012 
Toronto, Ont., Car 7.933.299 10.4 ».6 319,110 295,284 
Troy, N Y 1.855.754 . os 90.314 RA N46 
Tulsa Okla 4 0O82.696 15 6.1 167.214 168.392 
Washington, PD. C 15,173,763 1.5 - 17 712,481 736,584 
Youngstown, © 104,09 “1 41.2 149,247 179,697 
Total 42¢ §,80 $52,885,656 439,780,815 + 3.1 1.6 19,561,73¢ 20,130 8 
1 Akron Times-Press discontinued Aug. 28, 1938 8 St. Paul Daily News discontinued April 30 
2 Linage of Daily American now combined with 10 San Diego Sun suspended publication Nov. 2 
Record 11 Atlanta Georgian and Sunday American cease 
} Ruffalo Times discontinued Auge. 1, 1939 lication Dec 17, 1939 
{ Chicago Herald & Exam. discontinued Aug. 28, 1939 12 Linage of Syracuse Journal, now combined 
G Milwaukee News discontinued Jan. 14, 1939 Herald, eliminated from 1938 and 1939 totals 
6 Oklahoma News discontinued Feb, 24, 1939 123. Minneapolis Star and Journal merged Aug 
7 News-Times discontinued Dec. 28, 1938 14 Charleston Gazette had special issue week 
S Spokane Press discontinued March 18 19398 10. 1939 
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Scripps Heads Committee Start NIAA Survey 


W. J. Scripps, manager 


of Sta- 


tion WWJ, Detroit, has been ap- 
pointed chairman of the research 
committee of the National Associa- 


tion of Broadcasters. 


The National Industrial Adver- 
tisers Association has begun its an- 
nual survey of industrial advertis- 
ing budgets with the mailing out of 
4,000 questionnaires. 


Cincy Ad Picnic June 18 

Paul Gosiger of the Sch! 
Gosiger Engraving Company is 
eral chairman of the annual |} 
of the Advertisers’ Club of Ci! 
nati to be held June 18. 
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LACE 


The rates for this department are 


“Help Wanted,” “Positions 
Representatives Available,” 


: 30 cents 
cash with order. 


All other classifications (single insertion rates): 3 


$4.75 per inch. 


Wanted,” 


as follows: 
“Representatives 


Wanted,” 
a line, minimum 


charge $1. Terms 


2 in., $2.75; 1 to 3 i 


HELP WANTED 


ADVERTISING MANAGERSHIP 
of one of the important drug 
and toilet goods houses is open, 
We want a man who has had 
experience in drug-store mer- 
chandising — who has creative 
ability and knows how to 
handle the work of a busy ad- 
vertising department, including 
budgets, advertising agency re- 
lations, direct mail, display ma- 
terial, samplings, premiums, 
package designs, and = corre- 


spondence with salesmen and 
trade. We are located in New 
York metropolitan area. For a 
man with ability and initiative 


this opening offers a real oppor- 
tunity. The grow- 
ing—and the right man should 
be able to make a big job for 
himself. Starting salary $5,000. 
Your first letter must give com- 
plete details, especially as to 
experience and = earnings 
applications will be treated as 
confidential. Box 3043, ADVER- 
TISING AGE, N. Y. 


business is 


COPY MAN 
An old established advertising agency 
s looking for a triple A copy writer 


for newspaper, magazine, trade paper 
and radio advertising He probably 
vill be already employed because of 
the excellence of his work. He will 
be able to quickly prove by his past 


record his ability as a super idea and 


opy producer. If you do not qualify 

as such please do not answer this ad 

Interviews granted by appointment | 
only Write fully 


Box 3041 ADVERTISING AGE, Cheo 


| ‘ 
All sizes supplied 


POSITIONS WANTED 


Experienced Salesman for Hire | 
Two jobs in 12 years, St. with food 
manufacturer in Credit, Advertising 
and Sales Departments Now em- 
ployed space salesman by largest 
dvertising Organization in the 
World Fine sales reeord both tangi- 
ind intangibles, Thirty-two vears 
old married, two children, Hard 
worker, in good health Desires job 
nthe Middle West 
Box 3046, ADVERTISING AGE, 
Publicity and ady. expertly prepared | 
for Chicago's huge NEGRO market. 
Call Calumet 7594. Daily 7:30-9:30 A.M. 


as 


Cheo. 


| nomical 


POSITIONS WANTED 


CREATIVE LAYOUT 
and ASSISTANT ART DIRECTOR 
Broad agency experience. Age 2S, 
single. Well versed in production and 
typography. Now employed but seeks 

wider opportunity. 

Box 3042, ADVERTISING AGE, Chgo 
Creative artist, 25, 3%, 
and studio exp. Rough 
toons and finished art, 
Desire connection agey., 
magazine. 

Box 3045, ADVERTISING AGE, 
Adv. Mgr. 10 yvears with well known 
national publication, Particularly fine 
contacts among key advertisers and 
agencies in the East Excellent sales 


ARTIST 


yrs. agency 
layouts, car- 
Some copy. 
newspaper or 


Chgo. 


record Highest references, If pub- 
lication has good future, would con- 
sider plan of remuneration based on 
results 


Box 3044, ADVERTISING AGE, N. Y 


REPRESENTATIVES AVAILABLE 


PUBLISHER'S REPRESENTATIVE — 
experienced advertising space 
man, Wide acquaintance, N.Y.C 
wants Eastern representation 
leading publication, commission 1} 

tox 3029, ADVERTISING AGE, N. Y 


MISCELLANEOUS 


SPARKLING MAILING PIECES! RE- 
produced by Laurel's Improved Photo 
Offset. No Cuts! No Typesetting! Keo- 
brings attractive il- 
jooklets, Folders within 


Process 
lustrated 
vour budget 
00 (StMx11l") 
Additional 


copies $2.65 

1100's Br: 

Send for Desecrip- 
In Metropolitan N ¢ 
Representative WAlker 


tive Manual 
request 
5-0526. 


Laurel Process, 480 Canal St., VN. ¥. C. 


REPRESENTATIVE WANTED 


One of America’s leading Catholic 
weekly newspapers, A.B. member, 
needs A-1 New York representative 
Carries great volume of department 
store and food chain copy, also prom- 
inent national accts Etlicient Na 
tional Dept furnishes leads and 
unique merchandising service Com 
mission basis Send references 

Box 3038, ADVERTISING AGE, N. ¥ 


Newspaper Radio © 
Book Introduced 


| 


as New Ad Medium a 


Washington, D. C., June 12.—A| 
new idea for linking newspaper ad- 
vertising with radio programs was 
introduced here in the Sunday pond 


of June 9 with two pages so ar- 


convenient size two columns wide, | 
providing a 16-page book with 


full week’s programs. The right! 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 


be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


ranged that they can be folded to| § 


a| i 


| hand pages of the book carry the 


advertising. 
Gene Flynn, for eight years 
classified advertising manager on 


Layout of "radio booklet” in Washington 


Sunday Star. 


the Washington Post, is the creator 
of the idea. Mr. Flynn now is as- 
sociated with the Lewis Agency in 
Washington. He has applied for a 
patent on his idea. 

Ernest S. Johnston, former adver- 
tising director of the Washington 
Post and the Washington Times- 
Herald, is associated with Mr. Flynn 


to syndicate rights for the device 
which they call the “Newspaper 
Radio Book.” The syndicating or- 


ganization will be called Newspaper 
Book Features. They plan to apply 
the same idea to movie programs. 


Hope to Extend 
Publication of 
"Stop Hitler Now’ 


(Continued from Page 1) 

Copy declares that if Hitler wins 
his “desperate gamble” and achieves 
“domination of the whole human 
race,” our “government of the peo- 
ple, by the people, for the people” 
will be “the discarded: ideal of a 
decayed civilization.” 

Pointing out that “we can help— 


if we will act now—before it is 
forever too late,” copy urges read- 
ers to write or wire Washington 


“urging that the real defense of our 
country must begin now—with aid 
to the allies.” 

It is perhaps the only advertise- 
ment to draw an unasked-for en- 
dorsement from the President of the 
United States, and one of the few 
ever published in a newspaper 
which drew editorial fire in the 
same issue in which it appeared. 


Opinions Differ 


In Washington President Roose- 
velt had a copy of the advertisement 
on his desk during his press con- 
ference yesterday, and said that it 
was a great piece of work and a 
good thing that William Allen 
White was getting material like this 
out for the education of the country. 

In Chicago the Tribune adopted 
a slightly different viewpoint. In 
the same issue in which the full- 
page advertisement appeared was 
the following’ editorial, headed, 
“About an Advertisement”: 

“Readers of this morning’s paper 
will notice the full page advertise- 
ment published by the Committee 
to Defend America by Aiding the 
Allies. The opinion expressed there 
differs from ours, but neither that 
fact nor the fact that the committee 
appears to us to be speeding this 
country into war has warranted a 
refusal to give publicity to an ad- 
vertisement bearing the name of 
Mr. William Allen White. The 
chairman of the committee is cer- 
tainly an honest man and equally 
| certainly a simple one. es 


Further Repercussions 
The “Stop Hitler Now” advertise- 


ment figured prominently in the 
‘deliberations of the United States 
Senate Wednesday, along with a 


radio broadcast by Edwin C. 
noted commentator. Senator Rush 
D. Holt, West Virginia Democrat, 
attacked President Roosevelt's “en- 
dorsement” of this advertisement at 
his Tuesday press conference and 
charged that the sponsors of the 
copy were indulging in un-Ameri- 
can activities which are a fit sub- 
ject for the attention of the Dies 
committee. 

Senator Holt also 
opened his Tuesday night broad- 
cast, sponsored by American Oil 
Company, with the statement that 
President Roosevelt had discussed 
the question of getting this country 
into the European war with “certain 


Hill, 


said that Hill 


individuals” who called at the 
White House. 
Senator Burton K. Wheeler, of 


Montana, supported this charge, say- 
ing he had been informed that “Hill 
made a statement over the radio to 
the effect that the President of the 
United States called in some people 
last night and questioned them as 
to whether we should have a dec- 
laration of war at the present time.” 
Senator Wheeler said that if Hill’s 
statement were untrue, he should 
be barred from the radio, and that 
if it were true, the President is at- 
tempting to usurp authority which 
is lodged only in the Congress 


Fawcett Expands 


Fawcett Publications, Inc., has 
leased the 22nd floor of the Para- 
mount bldg., 1501 Broadway, New 


York, to provide for a 50 per cent 
expansion of its editorial and ad- 
vertising offices. 


Wayne Joins Alfa 

Marty Wayne, industrial designer 
and sales executive, has joined the 
Alfa Display Company, New York 


Victor Polachek, 
Hearst Official, 
Dies Suddenly 


New York, June 11.—Victor H. 
Polachek, Hearst newspaper execu- 
tive for many years until his retire- 
ment last year, died of a heart at- 
tack at his home at Great Neck, 
L. I., today. He was 63 years old 


j}and had been in the newspaper field 


for 46 years. 

He began his career as a 17-year- 
old reporter for the Chicago Times 
in 1893. Four years later he be- 
came telegraph editor of the Chi- 
cago Inter-Ocean, moving to New 
York the following year to assume 
the same post on the World. 

In 1899, Mr. Polachek joined the 
Hearst organization and served 
with two brief intervals for the next 
40 years. He was city editor of the 
New York American, 1903-04, man- 
aging editor of the Chicago Exam- 
iner, 1904-14, general executive of- 
ficer of Hearst during the war, 
1914-18, and publisher of the New 
York American, 1918-19. 

For a brief period he was pub- 
lisher of the Sun and Evening Sun 
in New York, resigning in 1920 to 
become vice-president of Agar-Bern- 
son Corporation, maker of pulp sul- 
phite and newsprint. He returned 
to an editorial post with Hearst in 
1922, and continued as a member 
of the executive council until 1928 
when he was made manager of 
Hearst Sunday papers. 

From 1931 to 1939, he was a 
member of the Hearst newspapers’ 
general management, and in 1937- 
38 he doubled as business manager 
of The American Weekly. 


Ira N. Jelalian, 
Veteran Boston 
Adman, Dies 


Boston, June 10.—Ira Newton 
Jelalian, 48, well known in adver- 
tising agency circles here for 20 
years, was buried at Watertown, 
Mass., yesterday. He died at Rut- 
land, Mass., June 7. 

At the time of his death Mr. Jela- 
lian was associated with John A. 
Smith & Staff, Boston agency. He 
began his advertising career in the 
art department of the Wright Illus- 
trating and Engraving Company 
and after serving in the advertising 
department of the Thomas G. Plant 
Company and Tolman Print, Inc., 
he organized Jelalian and Staff Ad- 
vertising Service. 

In 1921 Mr. Jelalian became pro- 
duction manager of Wood, Putnam 
& Wood Company. Since then he 
has served at various times as gen- 
eral manager of O’Connell-Ingalls 


Advertising Agency; founder, vice- 
president and general manager of 
the Kenyon Company; vice-presi- 
dent and general manager of the 
Boston office for Larcher-Horton 
Company in Providence, and with 
other Boston agencies. 

Mr. Jelalian’s nephew, Jacob 
Jelal, is proprietor of the Harvard 
Engraving Company, Boston. 


MORRIS HIRSCH 

South Orange, N. J., June 10.— 
Morris Hirsch, 76, chairman of the 
board of David Weil’s Sons Litho- 
graphing Company, of Brooklyn, 
N. Y., died June 3 of a heart attack 
at his home here. Mr. Hirsch came 
from Bohemia when he was 10. He 
was one of the incorporators of the 


lithographing firm, which was 
founded in 1894. 
WILL H. HOWELL 

New York.—Will H. Howell, ad- 


vertising counselor with headquar- 
ters here since 1933, died June 4 
of a heart attack. He was 50 years 
old. Before coming to New York 
he operated a Chicago agency, Will 
Howell & Associates, and was pre- 
viously with American Lithograph- 
ing Company, Dry Goods Economist 
and Boot & Shoe Recorder. 


La Cross to Wesley 


Schnefel Bros. Corporation, New- 


ark, has appointed Wesley As- 
sociates, New York, to handle 
advertising of LaCross manicure 


accessories, 


Herbert to WHN 


Ted Herbert, senior salesman at 
WOR, New York, has joined the 
sales department of WHN, where 


his brother, Ira, is assistant director 
of sales 


CARBROS from 
KODACHROME 


CHROMURAS exquisite carbro-quality prints 
6Yax9Va—$38 10x13—$50 13x16—$65 
WASH-OFFS quantities low as 75c each 


PHOTOCHROM -1141 BELMONT, CHICAGO 


we C4 Back Issues 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


“Using 
for editorial and adver- Trade Paper 

Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


.. . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


. » You'll find ita 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


Ad-Setters - Engravers - Printers 


504 Sherman St., Chicago * Wab. 7820 


DAY AND NIGHT 
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ADVERTISING AGE 


June 17, 1940 


Stop Defending 
Bad Advertising, 
Coufant Advises 


(Continued from Page 1) 


sumer-Retailer Council platform, he 
said. “The tip-off is that the real 
leaders of this Council are big de- 
partment stores and big chain groc- 
ers. 
know that such firms are keenly in- 
terested in substituting grades or 
standards of their own brands for 


the reputations built by manufac- | 


turers. They give advertised lines 
as little support as possible.” 

Standardization efforts such as 
those made by the American Stand- 
ards Association with the support of 
department stores and_ grocery 
chains are a threat to national ad- 
vertising, since if fixed standards 
are widely accepted retailers can 
say: “We offer you goods at lower 
prices that meet the same _ spec- 
ifications as nationally advertised 
goods.” 

Answering the retailers’ claim of 
“What’s wrong with that from the 
standpoint of public welfare?” he 


We who work in advertising | 


declared that standardization puts a 
curb on the creation of new and 
better products. It imposes upon 
national advertisers the task of de- 
veloping new products, teaching the 
public how to use them, making the 
necessary investment to create a 


national market for them—only to | 
have big retailers follow this pio-| 
neering work by producing dupli- | 


cate merchandise meeting the same 
specifications and saying, “We can 


| sell it for less.” 


Opposes Grade Labeling 


Mr. Coutant also took a crack at 
grade labeling. Referring to the re- 
cent spring meeting of the Ameri- 
can Marketing Association at which 
a group of housewives expressed a 
preference for Grade B_ canned 
pineapple over the same brand of 
Grade A, he said that the test 
demonstrated “how silly grade la- 
beling is.” 

He declared that for 20 years he 
has been asked what the 
thinks about grade labeling, and he 
still has not found any strong evi- 
dence of any strong public desire 
for it. He pointed out that the USP 
mark on standard drug products is 


research leader. “If there is any 
sound objection to informative la- 
beling, which is one need agreed 
upon by a great majority of the 
consumer movement organizations, 
I have not as yet caught up with 
it,” he added. 


Gillette Elected 


Leslie S. Gillette, vice-president 
of Hazard Advertising Corporation, 
was elected president of the New 
York Sales Managers’ Club at the 
annual meeting. William F. Ar- 


inold, general sales manager of Un- 


public | 


a grade label, but that people still | 


ask for aspirin by brand name. 
Informative labeling, on the other 

hand, “is on its way with strong 

popular support,” according to the 


derwood Elliott Fisher Company, is 
the new vice-president. G. Lloyd 
King, vice-president and sales man- 
ager of Lamont, Corliss & Co., and 
Elon G. Pratt, vice-president and 
general sales manager of Smokador 


Mfg. Company, were re-elected 
treasurer and_ secretary, respec- 
tively. 


WLOL Joins MBS 

Station WLOL, Minneapolis-St. 
Paul, will become an affiliate of the 
Mutual Broadcasting System June 
17 when the new station begins op- 
erations. 


Brand Wisconsin Eggs 


Four-color labels in two sizes 
have been prepared by the Wiscon- 
sin department of agriculture as a 
state brand trademark for grade A 
eggs. 


Mesos with 


month's Sales 


HIGH SPOT survey. 


in cities of equal 
population. 


5.000 WATTS DAY 


1.000 WATTS NIGHT 


MEMBER 
MEMPHIS 
LITTLE ROCK 


Wvic 
KARK 


117, ranks 6th among all cities of 
the nation, according to this 
Management 


it is actually 2nd, for only Minne- 
apolis ranks ahead of Memphis 


This bears out what we already 
knew ... that the Memphis mar- 


National Representative: 


/ | 


SURVEY) 


a ratio of 


Even better, 


or greater 


* 


—THE 6th RANKING 
MARKET CITY IN 
THE NATION 


(according to SALES MANAGEMENT 


ket, with retail sales of $317,295,- 
000 . . . with 1,132 industrial 
plants paying 46,000 wage earn- 
ers more than $32,000,000.00 is 
a potent force for sales. 


And WMC, the pioneer radio 
station of this market, covers 
399,540 radio homes. 
certainly a "high spot" for your 
radio "spot" campaign. 


WMC .. 


Owned and Operated by 


THE COMMERCIAL APPEAL 


“The South's Greatest Newspaper” 
THE BRANHAM CO. 
OF SOUTH CENTRAL QUALITY NETWORK 


KWKH-KTBS--SHREVEPORT 
WSMB 


Here is 


MEMPHIS 
RED NETWORK 


NEW ORLEANS 


| Can Companies 
in Summer Push 
for Canned Beer 


New York, June 13.—Beer in cans 
will receive substantial advertising 
/support from two quarters for the 
|remainder of the summer, with both 
American Can Company and Conti- 
nental Can Company planning to un- 
dertake magazine campaigns within 
the next fortnight. 
drive its 
cans. 
in weekly magazines next week. 
The campaign will last until De- 
cember. On the schedule are Amer- 
ican Legion, American Magazine, 
Collier’s, Cosmopolitan, Eagle Mag- 
azine, Elks Magazine, Esquire, Lib- 
erty, Life, Newsweek, The New 
Yorker, Redbook and Time. 


in support of Keglined 


one-column in black and white to 
four-color bleed pages. National ad- 
vertising will be supported by 
heavy point-of-sale promotion. The 
Keglined portion of the American 
Can account is directed by Roth, 
Schenker & Bernhard, Chicago. 

Continental will concentrate its 
promotion during July, August and 
September. Its Cap-Sealed cans 
will be featured in double pages in 
weekly magazines. Theme of the 
| drive will be “beer and ale the way 
you like it... in the easy-to-open 
Cap-Sealed can.” 

The series will open with a spread 
in the July 1 Life. Other publica- 
tions on the list are Collier’s and 
Liberty. Batten, Barton, Durstine & 
Osborn has the account. 

According to H. A. Goodwin, ad- 
vertising manager, the 1939 Cap- 
Sealed campaign resulted in a sales 
increase of 40 per cent for Conti- 
nental customers. Thus far in 1940, 
sales are 32 per cent ahead of 1939. 


Elect Byron President 


Mark Byron III, president of the 
Byron Advertising Agency, has 
|been elected president of the Adver- 
tising Club of Miami. Bernal Clark, 
advertising manager of the Florida 
Power & Light Company, was 
elected vice-president, and L. L. 
|Zimmerman, advertising manager 
of the Hart Drug Company, secre- 
tay-treasurer. 


WLW Expands Markets 


WLW, Cincinnati, has added ten 
new markets to its trading area in 
which it maintains constant surveys 
and direct contacts with distribu- 
tors. 


Names Keelor & Stites 

The Ohio River Refining & Ter- 
minal Company, Cincinnati, has ap- 
pointed Keelor & Stites Company, 
Cincinnati advertising agency. 


Sellers’ Market 


Near in Canada, 
Says Publisher 


| trips to Chicago. 
First to break will be American’s | 


First insertions will appear | 


| ment 


Insertions will range in size from | 


Chicago, June 13. — Bountitf 
crops and good prices have cau; 
something resembling a boom 
Canada, K. D. Ewart, advertisi 
manager of the Country Guide an 
Nor’-West Farmer, Winnipeg, M: 
said today on one of his infreque t 
Advertising |) - 
age has reflected this situation 

The 1940 wheat crop looks gv 4 
at the moment and a reasonal \e 
rainfall will insure a bumper cr 
While some of Canada’s young n 
have been dispatched to the Eu: 
pean conflict, no shortage of ma 
power is evident on the fan 
where mechanized operations ha 
long been the rule. As in the Unit 
States, any depletion of help 
making itself felt in the skill 
trades, since it takes years to t 
out a machinist, for example. 

Cities and towns are naturally 


'flecting the prosperity of the ag. - 


culturist, Mr. Ewart said. Auton,,- 
bile dealers, operating on an allot- 
basis, are experiencing a 


| shortage of cars, having vastly un- 


derestimated the consuming power 
of both farmers and city residents. 
The question in this field for the 
remainder of the year will be abil- 
ity of retailers to get stocks. 

The Canadian government 
not only taken steps to prevent any 
artficial advances in prices, but is 
conducting its recruiting in such a 
way that the effect of the war on 
the country’s future will be min- 
imized. 


Clear Three Distillers 

Pennsylvania’s Liquor Control 
Board, under the direction of W. S. 
Rial, newly-elected chairman, has 
dropped charges against three dis- 
tillers cited for improper trade prac- 
tices in the state. Companies against 
which the citations were dismissed 
are: Frankfort Distilleries, Century 
Distilling Company, and Julius Wile 
Sons & Co. 


Adds Scott’s Emulsion 

The advertising of Scott’s Emul- 
sion, product of Scott & Bowne, 
Bloomfield, N. J., for both the 
United States and Canada is 
being placed through 
Currier, Inc., New 
ronto. 


Nokes Heads Club 


Tom Nokes, head of the Johns- 
town Poster Advertising Company, 
has been re-elected president of the 
Advertising Club of Johnstown, Pa. 


now 
Atherton & 
York and To- 


Bans Chiropodist Ads 


A bill submitted to the New Jer- 
sey legislature would prohibit ad- 
vertising by chiropodists. 


WITH 


Now POULTRY ITEM 
and sales story to thousands of 
richest Farm-loultry territory in 
EXTRA COST Dealer Publication 


by “getting in” DEALER ITEM, 


Get Complete Details At Once 


*Tell and Sell Your Story to 


19,000 DEALERS 


—At No Extra Cost! 


DEALER ITEM 


ulvertisers can merchandise 
selected dealers of 


DEALER ITEM. 


Promote Your Sales, increase distribution, and improve dealer good-will 
exclusive 
promotion service originated by Poultry Item, Sellersville, Pa. 


Call, write or wire for full information 
on the newest thing in farm publications 


advertising 
all types in the 
through this newest NO 


their 


America, 


merchandising and sales 


*last Minute Opportunity! 


and plates are 


Advertising 
september issue of Voultry Item will be eligible 
in the first issue of DEALER ITEM, 
received by that date 


Scheduled for the August 
for gratis reprinting 


closing July ist, provided orders 


St. Lowis, Missouri 
CALI 


Midwest Representative 
Cc. F. Megelin Co 
123 W. Madison St. 
Chicago, tl Randolph 4780 


8. L. 
SELLERSVILLE 


P.S. The first issue of DEALER ITEM will also appear at the |. B.C. A. Convention, 


WRITE OR 


POULTRY ITE 


{LTHOUSE, EDITOR 
Member 


WIRE 


Eastern Representative 
Fred M. Van Gieson 
551 Fifth Ave 
New York, N. Y. Murray Hill 2.1998 


1. B.C. PENNSYLVANIA 
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ADVERTISING AGE 31 


HEADS SALES GROUP DISPLAY PERMITS SHOWING OF COMPLETE LINE 


A eal 


glorifies your hai: 


EVIEW OF 
HE WEEK 


A NEW KIND OF LURE FOR FISHERMEN 


a 
x 


tt a Ry is oe 


<a 


my 


. 


* 


Bt ke 


H. J. Cummings, Minnesota Mutual Life 
Insurance Company, St. Paul, who was 


elected president of the National Federa- New Nestle-LeMur display which is so arranged as to permit showing of the 
? tion of Sales Executives at the organiza- complete Nestle line of hair products. Done #: cannon blue, sunny coral and 
f oo tion's annual meeting in Milwaukee. gray, the display is said to be notable for the ease with which it can be set up. 
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RADIO DIRECTOR ESSO REPORTER STATION MANAGERS MEET 
ae sag 
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ul- a 
ne ©. ' 4 Commercial managers of 31 stations broadcasting the Esso Reporter program 
the - i os came to New York June 7 as quests of Esso Marketers. At a breakfast given by 
OW . : William N. Robson, who has joined the United Press at the Cloud Club, this group was snapped. Left to right: 
_& W. J. Hamburger, treasurer of H. Schindler & Co., Canton, Mass., which has Lennen & Mitchell as radio director, S. H. Giellerup, Marschalk & Pratt; David Davis, Standard Oil of New Jersey; 
lo- just produced this full-color counter display for its retailers, reports that “it has after six years with Columbia Broadcast- G. W. Freeman, Marschalk & Pratt; Ed. M. Williams, United Press; J. A. Miller, 
created a sensation, to say the least. ing System. Standard Oil; and Harry C. Marschalk, Marschalk & Pratt. 
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These typical examples of government advertising during 1917-18 will bring nostalgic memories to many an advertising man. 
0 e of the unusual full-color pages Edison General Electric Appliance Company In the top row, left to right, are a newspaper page announcing details of the registration in September, 1917; an example 
's running in The American Weekly. By actual count there are 26 individuals of how the registration plan was merchandised to newspaper editorial departments; and a similar piece of merchandising 
—— shown, not including the talking bird and dogs, and 19 different pieces of balloon copy addressed to advertisers and media. At the bottom are two typical pieces of Liberty Loan copy and a typical piece 


copy. : of Red Cross copy paid for by a national advertiser. 
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What i anothe fnew m agazine? 
might ll tt het. 


Q. Who reads it? 


A. A million American women, their 
families and friends who borrow it. 
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Q. That’s a lot of people, isn’t it? 
A. Yes — more than the circulation of 
many a worth-while magazine. 
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Q. Where do these people live? 
A. In better-than-average neighborhoods 
all over America — where the majority of 
good chain stores, drug stores and retail 
charge accounts are located. 


4 Q. Do they buy the magazine? 


A. Yes — 60% of them at newsstands; the 
rest have it delivered, pay in advance. 
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Q. How much does it cost to advertise in it? 


A. NOTHING! 
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Q. NOTHING? 


A. No—for it is the 
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